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Certified net daily 
Sale for 1933 


HE flat rate of 35/- per single 

column inch, based on our latest 

7. AN AVERAGE DAILY IN- certified net daily sales, works out 

at 22 pence per thousand copies. 

CREASE OF 4,549 OVER 1952 This is the best value offered by any 
provincial evening newspaper. 


(XPRESS & STAR 
4 , 
EXPRESS & S8T:, 
SECOND LARGEST PROVINCIAL EVENING SALE SOUTH OF SHEFFIELD 


Head Office: Wolverhampton. Represented in London by C. P.R. CRANE, 44/45, FLEET STREET, E.C.4. CENTRAL 6820 
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Self-service on 


the screen 

Members of the Self-Service 
Association last Thursday saw 
films showing the mechanics and 
layouts of self-service retailers in 
the U.S. and Scandinavia 

Paul Nugat writes: In “Shop- 
ping Is Pleasure,” an American 
film shot in Sweden, the audience 
is treated to a study of a young 
lady shopping in a_ small, 
crowded retail shop. Then she 
discovers the existence and ad- 
vantages of a self-service store. 
There is nothing shown in this 
film which cannot be seen in 
operation in the U.K 

More interesting is the second 
American film, “Fresh and Good 
Looking,” which shows that spe- 
cialised paper is in more general 
use in the U.S. both with the 
food grower and the food re- 
tailer 

The third film, “Self-Service,” 
was made by Metal Box Ltd. 
in the U.S. some five years ago 
It shows in detail the operation 
of the Keedoozle system of self- 
service--a system so highly 
mechanised that it has since 
proved an economic failure in 
the U.S. Nevertheless, the film 
remains of considerable interest 
and will serve the useful pur- 
pose of warning _ self-service 
enthusiasts that there are limits 
beyond which mechanisation of 
the selling apparatus will not 
pay off 


KEMSLEY REPORT 
INCREASED PROFITS 
Kemsley Newspapers Ltd 
announce that the net profit for 
the year ended December 31, 
1953, after all charges, includ- 
ing taxation, but before crediting 
taxation provisions no longer re- 
quired—- £67,908 (1952, £253,458) 
amounted to £616,487, com- 
pared with £609,774 for the pre- 
vious year, 


To The Editor... 


Word exam questions 


clearly, concisely 


Sirn,—-On behalf of numerous 
students whom I have heard 
making complaint over this 
matter, may | urge the examiners 
for the forthcoming Advertising 
Association exams. to word the 
questions both clearly and con- 
cisely. 

Too many times, when answer- 
ing a question, does the student 
have to preface his answer with 
“ifs” and “buts,” in order that 
the subsequent answer to the 
question may make sense, and 
read correctly. 

The L.L.P.A. questions eliminate 
the need to preface one’s answers, 
by making the question definite 
and lucid, and covering all the 
possibilities that may arise. Why 
can't this be so with the A.A. 
exams.? 

[ appeal, therefore, to the 
examiners to give us more time 
for answering the questions, 
without having to write a short 
“primer” first, 

(Name and address supplied.) 
UNAMBIGUOUS. 


The milky way 


Sin,-The speed and potency 
of modern advertisinn is some- 
times questioned. But why 
should any of us be modest about 
what can be done? Sometimes 
we can even surprise ourselves. 

For example, the “Drink More 
Milk” campaign had no sooner 
got under way than we find the 
members of that popular radio 
programme, “The Archers,” evi- 
dently so impressed as to be dis- 
cussing the merits of the product 
with greater enthusiasm and 
volubility than any fast-paced 


salesman or copywriter. 

An attempt was even made 
(and one suspects it succeeded 
the fade-out robs one of cer- 
tainty) to get Walter Gabriel to 
take a glass in lieu of beer. 

WaLtace B. GRIMMER. 
Tunbridge Wells. 


The slogan chase 
Sin,—I was 


amused by the 
report last 


week concerning 
schoolgirls who have been set 
the task of hunting down ad- 
vertisement slogans and copy 
headings. The phrases, in school- 
girl parlance, certainly were 
“corkers.” 

You rightly say that the list 
would have beaten many an ad- 
vertising executive. Did it beat 


THIS WEEK 
Article on “How to measure social 
status in market surveys’’—page 206 
NEXT WEEK 


First “Photograph of the Month” 
feature 


the ADVERTISER'S WEEKLY reader 
service department? 

PeTeR JOHNS. 
Plymouth. 


(No. The answers 
“Books Galore,” W. H. 
“Granny's Knot,” 
Tea; “Aqua 
Bowater Paper Corporation; 
“Joys of Spring,” British Iron 
and Steel Federation; “The Sin- 
gularity of Snowmen,” Midland 
Bank; “Future Imperfect,” 
Fisons; “Follow the Flying 
Fish,” Canadian Pacific; “Call 
up the Little Horses,” Desoutter 
Tools; “The Camel Train,” Bar- 
clays Bank; and “Henry really 
is a problem,” Book Tokens. 
Editor.) 


were : 
Smith; 
Mazawattee 
alla Corda,” 


NEW PREMISES FOR DUBLIN AGENCY 


The Dublin agency of O’Ken- 
nedy-Brindley Ltd. has acquired 
new premises at 64 and 65 Lower 
Gardiner Street, formerly occu- 
pied by Eggsports Ltd, 

This was announced at the 
agency's annual staff dinner at 
the Gresham Hotel last week by 
Brian D. O’Kennedy, managing 
director. The purchase price was 
£17,500. 

Mr. O’Kennedy said it was 
appropriate that the announce- 
ment should be made at this time 
because the past year had been 
by far the most successful in their 
history. New records had been 
set up in every department of the 
business, but their further pro- 


Sell to 8,000,000 families through the 


gress had been retarded by lack 
of accommodation. 

The new premises would 
change all that and it would be 
by far the largest building in the 
country devoted exclusively to 
advertising service. 

The agency’s growing radio 
requirements would be well taken 
care of in a newly built concrete 
structure at the rear. 


Sammy backs ‘Esquire’ 


Andrew Baron Lid. have booked 
the back cover in several issues of 
the British edition of Esquire, due 
out in May, for their Sammy coats. 
Stowe and Bowden Ltd. are the 
agents 
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Films will show how 


they fight rust 


The publicity department of 
Jenolite Ltd., anti-corrosion and 
metal pre-treatment specialists, 
has just added a film unit to the 
photographic studios at 13-15 
Rathbone Street, W.1. 

During Easter colour pictures 
were taken of advanced marine 
corrosion at resorts on the South 
Coast, prior to editing into a 
feature filmy of Jenolite’s activi- 
ties throughout the world. Many 
of the firm’s 32 associated com- 
panies overseas are co-operating 
in a world-wide project of film- 
ing their own activities in the 
16 mm. Kodachrome, copies of 
which are airmailed to London. 
In addition to two black and 
white films which have already 
been completed, it is intended to 
expand this side of the publicity 


department's activities during 
the summer months. Among 
items for inclusion in the film 


are colour shots taken by man- 
aging director, J. H. Lawrence, 
during two recent world tours. 


Five-year film nears 


completion 


When the Queen performs the 
opening ceremony of the Uganda 
Hydro-Electric Scheme 
(Thursday), cameramen from 
Gateway Film Productions, 
London, producers of publicity 
and documentary films, will be 
there to record the event in 16 
mm. Kodachrome 

Gateway’s progress film of 
this British engineering project 

harnessing the Owen Falls at 
the source of the Nile to provide 
electricity over a large area——is 
claimed to be one of the biggest 
jobs to be entrusted to 16 mm. 


to-day 


producers and has taken five 
years to make. Hugh Baddeley, 
who is directing, believes that 


= will be ready by Septem- 
r or October, 


— - 


RADIO TIMES 
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GRACIOUS LIVING 


In the world of substantial homes and comfortable incomes, WOMAN’S JOURNAL 
holds unrivalled sway. You find it where fashion flourishes, and food is of the best . . . 
where people /ive, and entertain, and have a standard to maintain. WOMAN’S 
JOURNAL is bought by women in_280,000 homes like this—and its readership is many 
times greater than its sales. Truly a spacious market, with a gracious welcome for your 
goods. Go into this market. Go im as an invited guest, by advertising consistently 
in WOMAN’S JOURNAL. 


The Aristocrat of Monthly Journals for Women 
AN A.P. PUBLICATION - 2/6 MONTHLY 


A. W. BURNETT Advertisement "irector, TX" AMALGAMATED PRESS LTD., THF FLEETWAY HOUSE, LONDON E.C4 ’ CENTRAL sas 


3 ee ' a ee cm A ae pe wes 
4 ee 
why a ZA A | 
) Wj hh 4 
| ——S= MLZZAAk \ 
wi . a —— hi 
: a af 7 j ii qs i = 
¥ ig ty | 4 
ad Ee 60.3.3 ae lz it a= 
. xq 4 N a — a % ee x o = i A | : ect 
i — | ea, (ei) TOKE 
a 3 ' 7 a eo aD ‘a . or G9 = yt cy ru 
+ Z & ' aL — a sD ~~ x wf — 2 a!) 
ie ° aay : Nareny) / d S hey “ a= 
Ry ey ae - ~— Tea ” TE r “a 
Sead \ mm. ~ Le ae »\ Z -* Ye 
) i ; P — J . ~ @ : CO: % ' ~ p ge Y SF. | 3 Ji , A a7 Vd 
. . - © < wns tlle tam.” : i= ; fa nat “ f 
ee , oil —_ ae a 4 
ES; Coy -Z y, | 
bate 3 ED cmund OW 
te I A PART OF xxx 
te) SO a: Sane ee ae oe a 7 fae ae ey i 


Vol. 164 


180 Fleet Street, £.C.4 
52/6 A Year Post Free 
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The Organ of British Advertising 


No. 2,131 


‘Phone: Chancery 8844 
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AA CONFERENCE 


Nearly 
900 now 


egistrations for the 2ist 
Conference of the Advertising 
Association at Bournemouth, 
from Thursday, May 6, to 
Sunday, May 9, exceeded 850 
with one week still to go. 

Eastbourne, last year, attracted 
822 delegates; Brighton, the year 
before, 860. 

Registrations will, if neces- 
sary, be accepted right up to the 
last minute, but intending dele- 
" gates are warned that accommo- 
dation at Bournemouth is being 
rapidly booked up. 

Admission to all business 
sessions will be limited to those 
wearing delegate’s badges, and 
admittance to the social 
functions will be by means of 
the official invitation card only. 

One alteration in the pro- 
gramme announced earlier is 
that on the Saturday afternoon 
ladies will be guests at the 
Branksome Tower Hotel where 
they will have tea and see a 
demonstration of facial make up 
by Yardleys. There will also be 
a dress show sponsored by two 
national advertisers. 


Youth will speak 


After each business session the 
chairman will call upon one of 
the younger delegates to thank 
the speakers. 

The Conference Club will be 
officially opened on Thursday, 
May 6, at 7 pm., by G. P. 
Simon, chairman of the Confer- 
ence Committee. 

About 50 delegates have 
already completed golf forms for 
the Thursday golfing matches. 
Others who intend playing 
should contact Harold Fish 
(Daily Telegraph). Golfing will 
start at the Mayrick Park Golf 
Course at 9.30 a.m. on Thursday. 

The organisers consider there 
is every indication, both from 
the list of speakers and from the 
subjects to be discussed, that 
the 2ist birthday conference of 
the Advertising Association will 
prove the most successful ever. 


_ TY ‘restrictions’ are 
reserve powers only 


AN assurance that restrictive clauses in the Commercial 

Television Bill will not be applied unless it becomes neces- 
sary after the new medium has begun to operate, was given 
by the Postmaster-General at the annual luncheon of the 


Here is the “Birthday Girl’—a 
Bournemouth belle chosen by the 
“Bournemouth Daily Echo" — 
whose 21st birthday is on May &. 
On that evening she will cut the 
cake at the Advertising Associa- 
tion's 21st birthday revels. She is 
Jean Kathleen Evans, brunette— 
and married. 


Association of Specialised 
(Wednesday). 

Earl De La Warr said: “Some 

ple think the Government has 

n too cautious and that the 
restrictions are too great. But 
this is the wrong attitude. These 
are only reserve powers.” 

The people he had met in con- 
nection with commercial TV had 
impressed him that they were 
going to put on first-class pro- 
grammes. 

The restrictions were there “to 
allay the reasonable fears of 
people who realised the great 
implications of introducing the 
new medium.” 


Helping you to find your friends 


To mark the occasion, 
“Advertiser's Weekly” will 
present to every dele- 
gate a brochure contain 
the official A.A. List 
Delegates, with the names 
of their firms and their 
Bournemouth addresses. 

Additional copies of this 
List will be obtainable at 
both the office of the 
Director-General and the 
A.A. Information Desk at 


the Royal Bath Hotel, and 
at the A.A. Information 
Desk at the Town Hall. 


+ * * 


“Advertiser's Weekly” is 
also circulating to all dele- 
gates a reprint of the four 
articles under the title of 
“They Speak for Advertis- 
ing...” which have appear- 
ed in this journal in recent 
weeks. 


os 


Film Producers yesterday 


Commercial TV, said the Post- 
master-General, offered the film 
industry a challenge and an 
opportunity. They would have 
to decide whether to jump on to 
the band-waggon or drown. 

The documentary film would 
be used to a very full extent in 
the new medium. If it were 
found that the section of the Bill 
dealing with documentaries was 
too tight it could be altered in 
the committee stage. 

Earl De La Warr praised the 
British documentary film industry 
for producing films “as good as 
~ in the world.” 

"rank Hoare, president of the 
Association, said: “The kind of 
film we make must inevitably 
play a large — in building up 
commercial * programmes.” 

Donald Carter, vice-president, 
expressed disappointment at a 
statement by the Postmaster- 
General that the Government did 
not propose immediate steps 
against the dumping here of 

foreign films for TV. 


PUBLIC 441A —250,000 montuty 


11/2 PER PAGE PER THOUSAND CIRCULATION, 
YET ANOTHER REASON WHY MANY NATIONAL 
ADVERTISERS USE THE NALGO MAGAZINE. 


Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. 
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*®A wide range of new pro- 
ducts, from food to house- 
hold equipment, will be 
featured in heavy campaigns 
to be launched in the next 
few weeks. 


® A breakfast cereal manufac- 
turer is planning to market 
one of his products in sweet 
form. Advertising for the 
two lines will be linked. 


© New laxative to appear in 

the shops soon will be 
backed by a full-scale pub- 
licity campaign. 


® Several motor manufacturers 
are experimenting with diesel 
engines for small cars. Aim 
is to have them ready for 
the Motor Show, in which 
event there would be record 
campaigns for cars in the 
autumn. 


® August—normally consider- 
ed to be a dead period for 
advertising—is expected to 
be a better than usual month 
this year. Several adver- 
tisers, particularly those in 
highly competitive fields, are 
considering using the “slack 
season” to launch new cam- 
igns. 
® Rumours persist that Hed- 
ley’s will be launching a 
. There is strong 
feeling in the trade that they 
will wait until the initial 
margarine battle slackens. In 
the detergents war Hedley’s 
were late in launching Daz 
—but the policy paid. 


ROUND TABLE 


BEAUTY SPOT SERIES PULLS 
FLOOD OF INQUIRIES 


A series of unnamed beauty 
spots featured in » heavy Easter 
campaign by Nationai Benzole, 
entitled “Our ‘National’ Heritage,” 
has drawn hundreds of letters 
from throughout the country and 
overseas. And not only letters. 
During the Easter holiday a 
harassed housekeeper at the com- 

ny’s London office was kept 

usy answering the telephone. 

The scheme, handled by Lon- 
don Press Exchange Ltd., started 
on the Monday before Easter 
with a large space in Every- 
body's. The major part of the 
campaign ran on = Thursday 
with prominent ces in 
national and stevineiel dailies, 
London and provincial evenings, 
and national weekly magazines. 
Further large spaces were taken 
in newspapers on Easter Sunday. 

The beauty spots were un- 
named in order to get people 
talking—and arguing. It was 
also felt that if they were named 
the spots would inundated 
with motorists over the holidays, 
causing a certain amount of ill 
feeling towards National Ben- 
zole. 

In addition to the press 
advertisements a booklet illus- 
trating 36 beauty spots was 
mailed to motorists and the 
larger hotels. 

he heavy correspondence 
which the campaign has drawn 
indicates that the illustrations 
certainly set people arguing. 
Many letters asked for the 
spots to be identified in order 
to settle wagers. Schools and 
hospitals wrote in asking for 
pulls of the advertisements to 
decorate walls. Troops wrote 
from overseas saying how nice 


it costs you less to motor there 


One of the beauty spots featured 
in the ‘National’ Heritage series. 


it was to be reminded of the 
beauties of the British country- 
side. Each letter was answered 

One man wrote saying he 
would like to purchase a cottage 
in one of the villages featured. 
From the same village came a 
letter from a lady saying she 
wished to sell a cottage. The 
two were put in touch. 

The campaign will be con- 
tinued from time to time 
throughout the summer. 


Enquiries came in at a rate of 
50 an hour, and this is described 
as the most successful campaign 
ever run for National Benzole. 


New town will have 
street ad kiosks 


‘MUNICIPAL JOURNAL’ HAILS VENTURE 
AS GOOD BUSINESS FOR ALL 


Continental influence is ap nt in 
this new advertisement kiosk at 
Hemel Hempstead. 


‘Reader’s Digest’ 


rates increase 


Page rates of the British edition 
of Reader's Digest are to be 
increased by £90 to £625 for 
black and white, by £100 to £650 
for two-colour and by £125 to 
£750 for four-colour advertise- 
ments as from October. 

But, say “Reader's Digest,” 
with a guaranteed circulation of 
a million copies from October, 
the new black and white page- 
rate or 1,000 copies will drop 
to l , compared with the 
old rate of. 12s. 7d. 

Although a million circulation 
is guaranteed for October, the 
magazine expects the figures ‘o 
be even larger. Last guaranteed 
figure was 850,000, for the year 
ending March, 1954, but the 
audited circulation shows that 
sales exceeded that total. Net 
sale for the first three months of 
1954 was over 950,000 copies. 

Rates for half- -Pages, spreads 
and for “Buy Lines” in the 
Alison Grey column are also to 
be increased from October. Half- 
pages will be £350 (black and 
white), and £365 (two-colour), 
compared with £295 and £305, 
Spreads will be £1,050, £1,080 
and £1,250 (four-colour), as 
against £895, £920 and £1,045. 

“Buy Lines” show an increase 
of £25 to £175. 


ae 
aa ee oe. 


A new type of advertisement 
kiosk, definitely Continental in 
appearance, has appeared in 
Adeyfield, a “neighbourhood 
unit” in the new town of Hemel 
Hempstead. It was designed 
by the town’s new architec- 
tural department, but the cost 
of erection has been borne by 
the Watford Billposting Co., 
who will also pay for the 
maintenance. 

Describing the new kiosk, the 
Municipal Journal of to-mor- 
row’s (Friday) date states that the 
available space will be equally 
shared between the company, the 
local authority, the development 
corporation and local organisa- 
tions. The panels are due to be 
rearranged to make them all of 
equal size. The corporation 
will use the top ones for road 
safety propaganda and notices 
of local events, while com- 
mercial advertisements will ap- 
pear on the lower panels. The 
company will post the corpora- 
tion’s notices as well as its own. 


‘Best position’ 

Similar (but not _ identical) 
kiosks are likely to be built 
nearby at Bennetts End; and the 
new town is providing sites and 
designs for other display spaces 
also under the same adminis- 
trative arrangements. The 
capital cost to the billposting 
firm for the kiosks is about £200 
each. 

Comments the Municipal 
Journal: “It’s good business for 
them and their clients because 
the position is the best the town 
could possibly offer to any ad- 
vertiser. It’s good business for 
the new town because it gets 
free display space for its 
notices, a pleasing feature for 
its shopping district and an 
assurance that the growing town 
will never be disfigured by ugly 
hoardings.” 

The advertisers who have so 
far bought space on the kiosks 
are: Guinness, Stork, Tide, 
Cinzano, British Railways, Oxo, 
Birds Custard (Jello). 


GUARANTEE SEAL FOR 800 ADS 


During last month 277 adver- 
tisements incorporating the Good 
Housekeeping Institute Seal of 
Guarantee appeared in 90 news- 
papers, 21 national magazines, 
and 20 trade papers, the Institute 
reports. 

At present there are nearly 
800 products or domestic ser- 
vices fo which the Seal has been 


awarded—-104 of them during 
September, 1953-March, 1954. 


Each month, Good House- 
keeping, with a sale of 187,000 
and a women’s readership of 
nearly 1,000,000 according to the 
Hulton Readership Survey, de- 
votes a number of pages to the 
activities of the Institute. 
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ADVERTISER'S WEEKLY 


‘Free daily papers from paging restriction’ 


Government urged 


‘STOP PROCRASTINATING’ SAYS NEW 
PRESIDENT OF NEWSPAPER SOCIETY 


An urgent plea that the 
Government should sanction the 
“relatively small additional dollar 
allowance of £54 million a year 


rey Smith, at the annual meeting 
of the Newspaper Society yester- 
day (Wednesday). 

“Stop. procrastinating,” he 
urged, “and agree the level of 
rmitted imports over at least a 

ur-year salad and restore com- 
plete freedom to the press of this 
country.” 

At the same time the Society's 
annual report expresses grave 


supply 
demand 


equal 
until one fac- 
tor or the 
other is rad- 
ically 
changed no 
marked drop 


can be ex- 


W. G. Smith 


pected,” it states. 

But the Society gives itself a 
pat on the back over the freeing 
of weekly newspapers from pag- 
ing control—‘“the result of a 
campaign sustained over six years 
and attained only then by the 


goodwill of the Newsprint 
Rationing Committee and the 
board of the Newsprint Supply 
Company.” 

Inv service 


Mr. Smith, who is managi 
director of the Evesham Journal, 
said that as a representative of one 
of the smaller provincial weekly 
newspapers in membership of the 
Society, and the first president 
for some years from a firm of 
independent family ownership, he 
appealed to the members from 
the smaller firms to come forward 

and help to a greater extent than 
they had done in the past. 

The Society's Advertisement 
Investigation Department has 
been kept busy during the year. 
Nine advertising newsletters to 
members have given advice on 
over 200 advertisers, products, or 
services. The Newspaper Society- 
Newspaper Proprietors Asso- 
ciation joint copy committee has 
considered over 250 advertisers, 
products, or services. 

The report claims that alth 
the advertisement revenue of its 
members continues to expand, 
the Society’s promotion services 


are being fully used. Since the 
inauguration of a stereo and mat- 
rix service in June 1953, 661 
stereos or matrices have been 
supplied to 107 members. The 
provision of a general matrix 
service to newspapers is now 
being considered. 

The Society's commercial tele- 
vision committee has decided that 
the Television Bill leaves the 
committee no scope for pursuing 
investigations on behalf of mem- 
bers who might decide to par- 
ticipate in commercial television. 

The past year, states the report, 
has been free from “such great 
labour problems as will have to 
be faced next year.” 


New officers 
Mr. Smith succeeds T. G. 
Moore (Portsmouth Evening 


News) in the presidency. Malcolm 
Graham (Express and Star, Wol- 
verhampton) was a senior 
vice-president and J. ndaf 
Jones (Chester C. Rromiaich junior 
vice-president. Hon. treasurer 
for the ensuing year is H. G. 
Clarke (Leamington Spa Courier) 
who has held this office since 
1941. Kenneth Brown (Hornsey 
Journal) was elected an hon. vice- 
president. 

At the Society's annual dinner, 
held at the Dorchester the pre- 
vious (Tuesday) evening, Sir 
Norman Birkett, Lord Justice of 
Appeal, was the guest of honour. 
He said that it was a great ity 
that the commodity on whic 
the printed word rests should be 
of such immense cost and still 
be rationed. No doubt political 
considerations were involved, but 
it seemed to reflect on the 
immense power of the written 
word in newspapers and books. 
It was a great pity that this com- 
modity should still be in short 
supply. 


: 


offer,” 
that it enables a great many 
readers to try out at the mini- 
mum expense a product which 


A meeting of the joint 
censorship committee of 
Outdoor Advertising Asso- 
ciations was held last Friday 
to consider the reaction to 
the letter in which J. H. 
Brebner, chief public rela- 
tions and publicity officer 
of British Transport, ex- 
plained the Commission’s 
policy governing the accept- 
ance or refusal to display 
posters bearing certain anti- 
drink slogans. 

The following resolution 
was passed: “We are in 


r —— eee Se eee Cee ee ee eee ee 


“NO SENSE 
AT ALL’ 


“There is no sense at all 
in keeping this unjust re- 


+ striction” stated the “Daily 


Express” in a leading article 
on newsprint, which appear- 
ed on Tuesday. 

The “Express” declared: 

“The supplies are avail- 
able. No need to spend 
dollars on them, either. 
Scandinavian suppliers have 

promised the extra 50,000 

eae" that are needed. And 
home mills in Britain have 
offered another 50,000 tons 
if the Government gives the 
word 


“Look at the money that 
would be saved by removing 
the control. 

“As a start, the extrava- 
gant Ministry of Materials 
could be wiped out. That 
department looks after only 
jute and newsprint. 

“Manufacturers would be 
able to launch adequate ad- 
vertising campaigns again. 
That, in turn, would mean 
bigger sales and lower costs. 

“And, with freedom, com- 

itive buying would soon 
ring down the price Britain 
pays for ermete 


Perfume offer Cn 


‘Woman’ readers 


Readers of Woman are again 


to be given the opportunity of 
sampling a product at a special 
offer price. 


In the magazine (issue dated 
May 1) a miniature pack con- 


Perfume Stick by Gala 


taining four different types | 


London is to be offered to 


readers for Is, 4d. 


“The advantage of such an 


says the magazine, 


is new to them.” 


sympathy with the attitude 
of the British Transport 
Commission and have 
already banned posters of a 
similar character.” 

The Committee comprises 
the following: the British 
Poster Advertising Associa- 
tion; the London Poster Ad- 
vertising Association; the 
Solus Outdoor Advertising 
Association Ltd; the 
Theatres National Council; 
and the British Transport 
Commission. 
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TRANSPORT COMMISSION POLICY 
ON POSTERS WINS SUPPORT 


“Mr. 
Birmingham's 2,000 litter bins. 
is the result of a joint effort between 


Tidy” as he will appear on 


He 

the city's ——, de me | 

and the agents, § toon 
Heath Sind.’ 


Anti-litter ads 
in Birmingham 


A new advertising character, 
“Mr. Tidy,” arrived in Birming- 
ham on Monday. He is the 

mbol in the city’s first anti- 
litter campai Large spaces are 
being taken in the local press ail 
this week. The campaign is cost- 
ing £3,000, Agents for the press 


advertising are S. D. Toon & 
Heath Ltd. 
“Mr. Tidy” is a 


ring in 
transfer form on all the , 
2,000 litter bins, on posters, on 
bus and car slips, in press adver- 
tisements and as “star” in a short 
coloured cartoon film which is 
to be shown for the next two 
weeks in Birmingham cinemas. 
A model of “Mr. Tidy,” so 
8 ft. high, is on show in the 
New Street municipal car park. 
The police have undertaken to 
distribute 16,000 — posters 
to shops throughout the city, 
and others have n sent to fac- 
tories, schools and corporation 


departments. 


America honours 
British ad 


For the third year in succes- 
sion the Hawick firm of Braemar 
Knitwear Ld. have been awarded 
the Certificate of Award by the 
Newspaper sation fe ware 
tives Association Cop 
Chicago, for * ‘outstanding S 
in newspaper advertising. 

The advertisement for which 
this latest award was made was a 
full-colour insertion in the 
Christian Science Monitor. The 
advertisement was placed by 
London office of ther J. Walter 
Thompson Co., Ltd, Braemar 
Ltd.'s —_. The copy and the 


~~ oem which bon executed by 
“Michie,” were prepared in 
London. 
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ADVERTISER'S WEEKLY 


Some of the members of the Advertising-Press Club who attended the Irish premiére of ‘The Robe,” in 
CinemaScope, at the Savoy Cinema, Dublin, 


Glasgow 


‘Beware of too 


many adjectives’ 
The advertiser who makes many 
friends among the public is the one 
who is “unselfish and honest and 
above all tries to be interesting,” 


a luncheon meetin of the Glasgow 
Publicity Club on 

t was wanted was not funnier 
advertising, although humour had 
its place, but rather terse, colourful 


Club News 


a 1. There was nothing worse 
aia hemeer which did not make 
the grade. 

He warned advertisers against the 
use of too many adjectives, ‘The 
man who brags in print gets the 
same reception as t man who 
brags in public.” Too much ad- 
jectival advertising breeds a distrust 
of the product—although the claims 
may be justified. 

“Don't be selfish and be careful 
not to cheat,” said Mr, Stobo. 
“You cannot expect anything in re- 
turn if you do not give anything. 
Entertaining or instructive advertise- 
— are read by the public with 

a great deal of interest and lead to 
increased sales." 

He felt that the social conscience 
in advertising is as high as in any 
other profession, but harmless de- 
ception and confidence tricks are 
not a paying proposition. 


Golf 
a RAGS 


The spring mosting of of the R 
aden Golf Society wap tld 
at Addington Palace Golf Club on 
Sunday. Members competed in 
the morning for the Dudley Turner 
Trophy, which was won by Stuart 
Mayes. Fillayson Bullock was 
runner-up. 

In the efternoon the Stableford 
was won by J. W. Reid. 

The society’ ~~ ‘summer 
will be held on Saturday, july 10" 


Win for Odhams 


Teams from the Hazell, Watson 
and Viney's Golfing Society and 
Odhams Press Golfing Society met 
at Ashridge Golf Club on Saturday, 
when a -a- side two-ball foursome 
match was played, — in a 
win for Odhams by 34 
matches to 24. 


Catholic campaign pulled 
2,060 requests in 6 weeks 


How a press advertising cam- 
om or the Catholic Church 
ught 2,060 requests for in- 
formation in six weeks was 
described to the Publicity Club 
of London on Monday by 
Father Michael O'Connor, the 
priest responsible for the cam- 


aign. 

abet referring to the successful 
advertising campaign  con- 
ducted in America by a 
Catholic organisation, the 
Knights of Columbus, Father 
O'Connor said that about 15 
months ago he was fortunate 
enough to meet a number of 
advertising people in London 
who promised to help, includ- 
ing Miss Olive Hirst, of Sells 
Ltd; and a college student 
provided a cheque for £500. 


It was decided to produce ad- 
vertisements that would stimu- 
late the interest of the reader. 
The advertisements carried a 
coupon which enabled the in- 
quirer to ask for a brochure 
and guarantee that “no repre- 
sentative of yours will call on 
me.” 

They were placed in such 
journals as the Newcastle 
Evening Chronicle, Bradford 
Telegraph and Argus, and 
others, 21 altogether, with a 
total sale of about 14 million, 
and they cost about £1,600. 

Of the 2,060 people who wrote 
for information, 61 per cent 
were men. Father O'Connor 
said it was hoped to start 
planning a proper national! 
campaign in the autumn. 


LONDON CLUB CUP 
al al ry’ 
PRESENTATION 

The Publicity Club of London 
are to entertain their president, the 
Lord Mayor of London, at their 
annual luncheon at the May Fair 
Hotel on May 25. 

The luncheon will be preceded by 
a reception at the Mansion House, 
when the Lord Mayor will present 
, Publicity Club Cup to drew 

ilne. 


Im brief... 


The last luncheon meeting of the 
season of the Leicester Publicity 
Club was addressed by Cecil Notley 
on “The Good Old Days.” 

A record attendance is expected at 
the next lunch, on May 12, of the 
Manchester Publicity Association to 
hear guest speaker Douglas Bader. 

he berks and ks Pub- 
licity Club will hold their annual 
dinner-dance at the Hotel de Paris, 
Bray-on-Thames, on May 14. 
History of the ice-cream indusiry 
was the subject of one of the films 
shown to the Advertising Club of 
Oxford at a recent film session... . 
At the annual epee meeting of 
Birmingham Pub 5_ my == 
Associates’ Circle, J ps Gipley 
Preston & Co., Ltd.) was elected 
chairman. 


Tuesday, May 4 


Barrisn Association oF Inpus- 
Tea Eprross. Ann Temple on 
“Bditing a woman's page.” 
Shaftesbury Hotel, 1 p.m. 


Auprr BuRmaU oF CIRCULATIONS 
annual meeting. 3 p.m. 


ADVERTISING DIARY 


et AY ASSOCIATION annual 
conference. Bournemouth (until 
Sunday, May 9). 

Pustrerry Cius oF Leeps. 
film evening. Great Northern towel. 
6.30 p.m, 

Pusticrry Cius OF ABERDEEN. 
Caledonian Hotel. 7.30 p.m, 


“corres 


Wolverhampton 


Second success 


The annual public speaking con- 
test of the Publicity Club of 
Wolverhampton for the Beattie cup 


The judges 
were Miss 
Mountain, of 
W ol verhamp- 
ton Municipal 
Grammar 
School, 
Harold Cave, 
Midland area 
coe oe 
. ec natio: 

J. Corbett public speak- 
ing contest, and H. Willson, presi- 
dent of _ the Wolverhampton 
Chamber of Commerce. 


Newcastle 


Art and commerce 


In a talk to a luncheon meeting 
of the Publicity Club of Newcastle- 

n-Tyne, C. M. Smith, principal 

the Newcastle College of Art 
and Industrial Design, outlined the 
work his college is doing for 
commerce. ‘ 

There is a close co-operation 
between the college—cssentially a 
practical one—and industry, with 
courses drawn up and formulated 
to meet the needs of an entrant 
into the world of commerce, 


Apri 29, 1954 


Sale of shares: 
No change in 


‘Express’ plans 


The Financial Times \ast Fri- 
day referred to City reports that 
Lord Beaverbrook has recently 
sold some one million 5s. “A” 
Ordinary shares of his holding 
in London Express Newspaper, 
at a price believed to be around 
17s. 6d. per share. 

“Apart from £1.5 million of 
Preference,” states the Financial 
Times, “the issued capital of the 
company consists of 1.632 million 
5s. Ordinary shares and 4.047 
million of the 5s. ‘A’ Ordinary, 
so that the deal represents a 
change of ownership of some 
174 per cent of the Express 
equity. 

“Lord Beaverbrook still holds 
a majority of the Ordinary, and 
the ‘A’ Ordinary are in any case, 
non-voting.” 

It is understood that this deal 
is concerned only with Lord 
Beaverbrook’s an Mn fortune 
and does not indicate any change 
in “Express” group plans. 


OBITUARY 


J. Armour 


James Armour, _ secretary 
George Outram & Co., Ltd. 
lishers of the Glasgow Herald and 
Evening Times, died suddenly last 
week. 

Mr. Armour, who was 64 and 
was due to retire in the autumn, 
had spent the whole of his working 
life in the office of George Outram 
and Co. He entered as a boy at the 
age of 14 and served in different 
counting house departments before 
becoming first assistant secretary 
and finally secretary of the com- 
pany. He was also secretary of the 

unro subsidiary companies of 
George Outram and Co. 

His 50 years’ service was acknow- 
ledged by the firm last December, 
when he was honoured along with 
other senior employees by the direc- 
tors at a social function. A pre 
sentation to Mr. Armour was made 
by A. M. Macgeorge, chairman of 
the company, who paid tribute to 
Mr. Armour’s qualities as a man 
and as an executive. 

Although Mr. Armour was quiet 
in manner and took little part in 
public affairs, he was held in high 
regard by his colleagues. He had 
an almost unequalled knowledge of 
the administrative side of a news- 
paper office. , , 

‘Mr. Armour is survived by his 
wife and daughter, 


G. MacDuff 


Gilbert MacDuff, chairman and 

a i director of MacDuff & 

, a firm founded by his 

father 80 years ago in Liverpool, 
has died at the age of 85. 

The company were the advertise- 
ment contractors for the Scottish 
division of the L.M.S. until the 
latter was taken over by the British 
Transport Commission at the be- 
ginning of this year. 

Mr. MacDuff’s wife died two 
years ago. He leaves three 
daughters. 
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If press advertising is any 
criterion, the advertising on 
commercial television will 
maintain the highest possible 
standards, says Mr. David 
Gammans, Assistant Post- 
master-General. 


Mr. Gammans, who was speak- 
ing at the Audit Bureau of Cir- 
culations’ first post-war luncheon 
at the Dorchester on Monday, 
had an answer for every type of 
critic of commercial TV. 

“The advertising agents’ own 
code of standards is as high as, 
if not higher than, anything one 
can find anywhere in the world,” 
he claimed. 

To those who assume that 
commercial TV in this country 
must inevitably follow the 
American model, he pointed out 
that it might be as different 
as the American press is from the 
British. To those who feared 
that it would adversely affect 
other media, he said that this 
was not borne out by experience 
in those countries that had com- 
mercial television and commer- 
cial radio. 


Resistance factor 


Mr. Gammans said that com- 
mercial TV was a subject on 
which it was hard to arouse 
much interest in the country 
generally. The average person 
appeared to want another pro- 
gramme, but did not worry very 
much as to where he got it from; 
and arguments about the debase- 
ment of programmes left him 
quite unmoved. Examining the 
position in America he believed 
that Americans were much more 
willing to listen to advertise- 
ments than we in this country. 
The “factor of resistance” here 
was very much higher than 
there; Americans went in for a 


volume of television that we 
would not tolerate, Where 
would the programmes come 


from? Apart from recordings 
of live events, newsreels, plays 
and sports there was not much 
else that could be televised. 
Funny men were “expendable” 
in a way that they were not in 
the old music hall days. 


Symphony and pills 

He thought that talk about the 
debasing effect of commercial 
television argued a very low 
appreciation, not only of adver- 
tising agents, but also of adver- 
tisers. It was assumed that 
half-way through a Beethoven 

phony would come an adver- 
tisement for somebody's pills. “I 
think that will be completely 
self-regulating!” he quipped. 

Mr. Gammans alse did not 
think much of the idea that 


@ Continued on page 242 


‘Commercial TV will not affect other media’ 


GAMMANS SAYS ‘ADS WILL MAINTAIN 
HIGHEST POSSIBLE STANDARDS’ 


Postmaster-General 
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‘oope, chairman of 
and deputy chairman of the 
Mirror,” is on the right. 


ADVERTISER'S WEEKLY 


AND WHEN THE SCHEME GOES THROUGH 


‘TV films must be made on tight 
schedules and low budgets’ 


The setting up of quota regula- 
tions to prevent imported films 
playing too great a part in British 
competitive television is advo- 
cated in the annual report of the 
Association of Specialised Film 
Producers. 


“We are strongly of opinion 
that the new service should fairly 
represent Britain and her people,” 
the report stresses. 

The new television service 
would have to be highly com- 
petitive and give better entertain- 
ment than was at present pro- 
vided by the B.B.C. if it was to 
create an audience of sufficient 
size to attract advertisers. 

report continues: “The 


Kemsley readership survey 


in North of England 


FrrOURES relating to news- 
paper readership including 
duplication and “solus reader- 
ship” are published in a Sur- 
vey of certain aspects of 
newspaper readership in the 
North of England which has 
been issued by Kemsley News- 
papers. 

The report was introduced at 
a reception to a number of lead- 
ing advertising agents yesterday 
(Wednesday) in London by 
Michael Renshaw, advertisement 
director of Kemsley Newspapers, 
Ltd. He said that the report 
was based on a series of regional 
surveys into newspaper reader- 
ship called for by Viscount 
Kemsley, with a view to acquir- 
ing product information of value 
to the editorial and circulation 
departments of his newspapers. 
It soon became clear that much 
of the information would be 
valuable to others—particularly 
advertising people. 

The report states: “90 per 
cent men and women in the 
North of England read a 
national Sunday newspaper. 
Among the total adult popula- 
tion, readership, as defined in 
this survey, of individual 
national Sunday papers is: 

“News of the World 40 per cent, 
People 31 per cent, Sunday Pic- 
torial 22 per cent, Empire News 
21 per cent, Sunday Express 15 
per cent, Sunday Dispatch 12 per 
cent, Sunday Chronicle 10 per 
cent. All other national Sunday 
papers record less than 5 per cent 
readership in this area. 

“Solus readership figures in the 
North are as follows: Sunday 
Chronicle 29 per cent, News of 
the World 27 per cent, Sunday 
Express 25 per cent, People 24 


per cent, Empire News 22 per 


cent, Sunday Dispatch 18 per 
cent, Sunday Pictorial 13 per 
cent. 


“Bighty-three per cent men and 
women read a national or pro- 
vincial morning newspaper in the 
North of England. Among the 
total adult population readership 
of the ing morning news- 
papers, by the definition of this 
survey, is: Daily Express 26 per 
cent, Daily Mirror \6 per cent, 
Daily Mail 14 per cent, Daily 
Herald 11 per cent, Daily Dis- 
patch 8 per cent, News Chronicle 
6 per cent. No other morning 
paper achieves more than 3 per 
cent readership in this area. As 
with Sunday papers, variations 
by sex are slight, except for the 
Daily Express, read by 29 per 
cent men and 22 per cent women, 
and for the Daily Mirror, which 
alone of the morning Sy 9" in 
the North of England is read 
more by women (17 per cent) 
than men (14 per cent). It is 

inted out that Daily Dispatch 
is being compared with national 
morning newspapers in an area 
larger than its area of concen- 
trated sale. 


Readership 

“In total, 69 per cent people 
in the North of England read an 
evening paper (72 per cent men, 
67 per cent women). 

“The survey shows that 94 per 
cent of the North of England 
readers of the Daily Dispatch are 
in Lancashire and Cheshire. 

“The following pattern of 
readership of morning papers is 
found in these two counties. Daily 
Express 28 per cent, Daily Dis- 
patch 17 per cent, Daily Mail 15 
per cent, Daily Mirror 14 per 


@ Continued on page 243 


introduction of competitive tele- 
vision will open up a very big 
opportunity for members to make 
the large numbers of films which 
will be required—both for enter- 
tainment and for commercial ad- 
vertising. To be of value they 
will have to be of high quality, 
they will have to be interestin 
oan entertaining, and they wi 
have to be produced quickly on 
tight schedules and low budgets. 

“If producers are to be able to 
fulfil these requirements and 
develop this potentially encrmous 
new field of production, they will 
need the fullest co-operation of 
all production workers, be they 
technicians, electricians, studio 
construction men, actors or 
musicians, and it is to be hoped 
that the trade unions concerned 
will view the situation as an 
opportunity of steady employ- 
ment for their members and will 
not make extravagant demands 
or attempt to impose rigid rules 
and restrictions which could only 
make it impossible for producers 
to operate.” 


Sources of finance 


On the question of Govern- 
ment films the report states that 
the amount allocated by the 
Treasury this year, taken by 
itself, was far from encouraging. 

“But we understand that there 
may be other sources of finance 
which may help to improve out- 
put through the C.O.L. of spon- 
sored films which can do an 
important job for the nation. 

“In the realm of industrial 
productivity the value of well- 
planned films is being increas 
ingly recognised but we must 
repeat our conviction, which is 
to-day shared by large numbers 
of executives in industry, that 
films can perform a function of 
the highest importance, spreading 
information about Britain and 
the British people all over the 
world. There are indications of 
the beginnings of a revival of 
interest, and a more reasonable 
policy in Government circles 
must be stimulated and en- 
couraged by all possible means, 
the chief of which should be 
the opportunity to demonstrate 
by actual production projects, 
and the proper use of films, the 
indisputable fact that there is 
no more effective medium of 
publicity, information and train- 
ing.” 


Morrison to address 
editors 

Herbert Morrison, M.P,, will 
speak on “The Press and Local 
Authorities,” at the annual 
spring meeting of the Guild of 
British Newspaper Editors to be 
held in London next Tuesday. 
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Laskey _ 
as Truefitt’s 


assistant 


Associated Newspapers announce 
the on — George A. 
Laskey ‘rsonal assistant to 
Charles W. Truefitt, the adver- 
tisement director of the company. 
Mr. Laskey joined Associated 
Newspapers in 1937 in the adver- 
tisement department. He has ex- 
perience not only in the 5 

services department and the Daily 
Mail \deal Home exhibition depart- 
ment, but since January, 1953, he 
has been assistant manager of the 
Scottish Daily Mail. In his new 
appointment he will operate on all 
pers in the Associated Group. 
succeeded in Scotland by 
I. G. Chalmers, who has been cir- 
culation manager of the Scottish 
Daily Mail since January, ggg 
E. J. Winnington-t 


ngram, 
assistant circulation manager of the 
Weekend Mail, goes to Edinburgh 
to take over from Mr. Chalmers 
and M. G. A. Jack of the Daily 
Mail circulation department is re 
transferred to the Weekend 
circulation department to ba 
with ae Gram. me 


¥ 
Leslie Cort, managing director of 
C.P.V. Export Lid., and a director 
of C.P.V. Ltd., left London last 
week to deal with substantial 
developments in C.P.V. interests in 
U.S.A, and Venezuela. He expects 
to Ray away for some months. 
formerly man- 
il 3” C.P.V. Italiana, has joined 
the board of that company and 
been appointed managing director. 
Mr. T m, age 33, a British 
subject, is bi-lingual in Italian and 
English, He was with Dorlands 
until 1942, and after war service in 
the Middle East and the Mediter- 
ranean area, appointments 
with Lambe & Rothtesn and 
Masius & Fergusson, and joined 
the C.P.V. group in October, 1952. 
formerly managing 
director of C.P-V. Italiana, remains 
on the board of that company, 
but since his a es as a 
director of C. - Ltd. he 
has made uarters in 


* . - 
Glastow. any re < 
, gave a fare y 
—g Ay es head of their 
cli advertisement department 
the we, who is leaving to 


vertising 

Bowden's 

Williams has had considerable Con- 
tinental experience and for some 
time worked in America. 


- 


a, \ 


KEN 


Head Office : MAS TON 


80. FLEET STREET, LONDON, 


Visualiser at Charles W. Hobson 
Ltd. since 1948, Hugh ~—~ wr 
the creative staff 

Sons Lid., where 4 
with the art 
James Fitton. Several 
new copywriting appointments have 
also been made at Vernons. 
* 


* * 
A. R, accoun 
has been elected to the 


director, 


t executive 
; board of 
directors of Pratt & Co. (Adver- 
tising) Lid. 
* = 
E. Morris, field 
with Truvox Ltd. for the last 
years, has been appointed the 
sales manager. J. Catlin has 
now been appointed field R . 
manager. He joined the company 
in 1948 as an area representative, 
and after three years ‘became 
manager, industrial sales division. 
Mr. Catlin will now be responsible 
for the whole the Truvox out- 
side selling staff. 
a * * 

H. H. Bennett, London repre- 
sentative, The Hindu (Madras), has 


returned to London following a 4} 
months’ visit to India. 


* 
—_ He ~ 


On the right is Trevor H of 
R. Harris _ Publications Ait, 
G. C. HM. Fox, of the Mayfair 
School of Bridge, and author of 
“Sound Bidding at Bridge.” 

* * a 

Peter Duffell, of London Press 
Exchange cinema, screen and radio 
advertising department, joins Pear! 
, (Productions) Lid., pro- 
ducers of cinema screen advertising 
~— and filmlets, on Monday. He 
is 31, 


Miss Pat Kris who Ses been 
doubling jobs as senior account 
executive and head of editorial 
department at Napper, Stinton, 
Woolley Ltd., has resigned to re- 
start her own creative, consultancy 
and public relations service on 
woman appeal accounts—to agencies 

manufacturers, on which she 
was engaged previously. She spent 
a year in America studying mer- 
chandising and ——— promo- 
tion. Previously she has worked 
with Erwin Wasey, London Press 
Exchange and the advertising de- 
partment of Derry and Toms. 


At the London Bridge tarry fg 


G. A. Laskey 


Reg. A. F. Williams, advertise- 
ment director of Condé Nast Pub- 
lications, publishers of Vogue, left 
last week-end for a visit to his 
firm's New York office. He will 
study latest trends in promotion, 
merchandising, marketing, and ad- 
vertising, and contact a number 
of advertising agents and the head 
offices of firms with whom Condé 
Nast do business in Britain. He 
expects to be away three or four 
weeks. 

7 * 

A. C. Simmons, managing 
director of the Straits Times Press 
Ltd., Singapore, is in England on 
long —_. 


* 2 

The ‘i Association have an- 
nounced that Henry Martin will 
retire on June 16 from the ition 

of editor-in-chief, which S te 
filled for more than 26 years. To 
succeed him the board has ap- 
pointed Charles Elliott Jervis, at 

present ae day » nea qo. 


P. M. "Rowe, a ey been ap- 
pointed industrial press officer to 
the Rayon and Synthetic Fibres 
Federation in Manchester, will be 
succeeded as editor of Skinner's 
= as Rayon Record on May 1 

a-Kerr, formerly 
alee” technical editor of the 
Textile Weekly. 


Off to Canada 
D. Goadby, sales manager for 

pert & two years with the Cit 
Dap ay O tion, has resi 
He sails Canada to-morrow 
(Friday) ohan he is setting. up his 
own organisation § in oronto. 
Initially he will be erecting stands 
at the Canadian International Trade 
Fair pa 30-June 11) for several 
British firm including British 
Manufactured’ Bearings Ltd. 
Universal Grinding Wheels Ltd. 
But eventually he will be specialis- 
ing in displays, screen = as 
a as exhibitions. He has for 

new company, Advertising 
Aesodants Ltd., with offices at Bay 
Street, Toronto. 


* * oe 

Winner of a contest for five- 
minute “‘lecturettes” at the Young 
Master Printers’ Spring School at 
Lincoln College, Oxford, was 
Anton Spicer 
London), 
a fountain 
hurst ie, 


Gilbert | Smith i ony appointed 
an executive director of Hazell 
Watson & Viney Ltd. 


Pat Kris 


R. C. Williams 


Leavin, 


.. Ss the 
“Queen an fod “hur 
rector 


ews Sears Ltd. tie is going to 


America with two objects in view. 
He will arrange with an American 
agency for mutual Ss. 
and during his four weeks’ 
intends to study American — 4 
of sales promotion and 
research. 

* * 


* 

At the annual meeti of the 
London Association British 
Empire Newspapers Overseas vs 
am om officers were 

esident, Harold Charles 

n-Hunter Limited); vi 
dent, B. J. Kirchner 
man); 

(Colin Turner 

treasurer, H. A. M 

bourne Argus); auditors, M. Malfin 
(Times of Ceylon) and A. P. More- 
land (Australian Truth). 


market 


Tribute to 
J. Leslie Harwood 


The following tribute has been 
paid to J. Leslie Harwood (whose 
death was reported in the April 15 
issue of ADVERTISER'S WEEKLY) by 
a member of the National Adver- 
tising Benevolent Society council: 

Twenty-seven years of service to 
N.A.B.S. was the record of Leslic 
Harwood, whose sudden death was 
so great a shock to his many 
friends. And the service given by 
him was wholechearted, unremitti 

He came into N.A_BS. in 1927 
as a panes representative on the 
council—he remained a_ trustee 
representative until his death. He 
was chairman of council in 1930— 
chairman of the finance committee 
from May, 1935, to October, 1951 
—chairman of a benevolent com- 
mittee from 1931 to October, 1951. 

To those who worked with him 
it was patent that the work of 
N.A.B.S. was always in his mind 
and in his heart. His knowledge 
of procedure and his paves 
for procedure were of 
greatest help in the conduct m 
the meetings. His tenacity, where 
he felt a certain line of action right, 
frequently led to argument around 
the council table—but it was argu- 
ment without acrimony and he was 
a in great affection. In the last 

urs 


personality and his 
missed very greatly 
colleagues on the 
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ee and one person in three 


reads the 


Sunday Pictorial 


every week 


Every week one family out of every three 

in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,373,027, 

the Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 

adult member of the family on the best 
advertising day of the week — the day they have 
time to read advertisements at leisure, and 

sales messages sink in. Space in the 

Sunday Pictorial is exceedingly economical too. 
Compared with 1939 its square inch per 

thousand rate has increased much less than 


that of any other Sunday newspaper. 
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Will book British adie for Soviet press 


MILLINGTON PUBLICATIONS ARE TO 


British firms can now ad- 
vertise in the Soviet trade 
and technical press. Through 
the medium of 29 leading 
journals, covering a _ vast 
range of industry, British 
exporters will be able to bring 
their products to the notice 
of the managements of every 
factory concerned in Russia. 
1 ge sole representative 

of t journals in Britain are 
Millington Publications  Ltd., 
ublishers of Far East Trade. 

eir chairman, Francis C. 
Millington, was cial repre- 
sentative of Russian trade jour- 
nals from 1944 to 1949. An- 
nouncing the new development, 
he comments : 

“Sir Winston Churchill has 
stated: “The more trade there is 
through the Iron Curtain, the 
better the chance for inter- 
national peace.’ This new 
development provides an excep- 
tional opportunity for reopening 
and expanding trade between 
Britain and Russia. Before the 
war, the advertising in these 
Russian technical journals was 
monopolised to the extent of 
about 90 per cent by German 
firms. The Soviet Trade Dele- 
gation now wants to encourage 
trade with Britain, and full ad- 
vantage can be taken of this 
opportunity to get right to the 
heart of things in Russia with 
the actual people who run the 
factories and industries in the 
U.S.S.R.” 


Prompt payment 


The advertisements will be 
laced by Mezhdunarodnaja 
niga, a department which cor- 
— ae ~ roughly to the export 
import organisations in 
Britain and also deals with ad- 
vertising matters in the U.S.S.R. 
Soviet factory managements 
will make their requirements 
known to the central buying 
organisation in Moscow. In 
turn, orders from Moscow for 
this country are sent to the 
Trade Delegation in Po 
for distribution, and th ag 
will then go f.o.b. or cif., as 
arranged. 
“It is a well-established fact, 
now that Russian orders are 
paid on the nail,” and the visit 
ot various delegations of British 
business men resulted in many 
millions of pounds’ worth of 


STANDS FIRST AND 


REPRESENT 29 TRADE JOURNALS 


orders for British machinery,” 
says Mr. Millington. 

A communication from 
Mezhdunarodnaja Kniga to Mr. 
Millington contains this state- 
ment: “We wish to inform you 
hereby that we are ready to 
revive our business relations 
with the publication of adver- 
tisements of British firms. We 
are of the same opinion as you 
are—that the revival of our rela- 
tions will contribute to the con- 
solidation of more close business 
contact between British firms 
and the appropriate organisations 
of our country interested in this 
matter.” 


Mostly monthlies 


The journals concerned, most 
of which are monthlies, are: 
Agricultural Machinery, Auto- 
mobile and Tractor Industry, 
Building Industry, Butter and 
Fats Industry, Chemical Indus- 
try, Coal, Dairy Industry, Elec- 
tricity, Electric Power Stations, 
Engineering Journal, Fishing 
Economy, Foreign Trade, Foun- 
dry Production, Glass and 
Ceramics, Journal of Communi- 
cations, Light Industry, Machine 
Tools and Cutting Tools, Meat 
Industry of the U.S.S.R., Mecha- 
nization of Labour-Consuming 
Processes, Oil Industry, Pa 
Industry, Printing Industry, Re- 
frigeration Industry, Sea and 
River Fleet, Soviet Trade, Sugar 
Industry, Textile Industry, 
Timber Industry, and Wood Re- 
working and Timber Chemical 
Industry. 


(See Mainly Personal, page 236) 


How best to use 


the mail 


Of special interest to users of 
direct mail is a 16-page illus- 
trated booklet, It's Your Mail 
That Matters, which is being 
distributed by the G.P.O. to 
business men and organisations 
throughout the country, in order 
to advise them how to take full 
advantages of the facilities avail- 
able. It deals with, among other 
subjects, special collections, 
registration, the business reply 
service, air letter and air parcels, 
and bulk buying of stamps and 
postal orders, 

The booklet recommends con- 
sultation with the head post- 
master (or in London the district 
postmaster). 


The window display 
by Platers & Stam 
net, London, 


12, whose display is shown above. 
TV -radiogram worth £150. There were also prizes worth 
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2 tition anised for Prestige Pressure Cookers 
ia wo oon hy Be A t 


Cable & Co., = of Friern 
ize was a 
or six area 


winners and a gee prize for the best department store dis =f we 


were Alban Hil 


editor of “lronmonger,” and H. 


ditor of the “Hardware Trade Journal,” Bax 
Ashford Dawn, managing director of 


Display Craft Ltd. 


Trade relations shows for dealers 
Shell’s 3-week briefing scheme 


A three-week scheme of brief- out the 


ing meetings for Shell-Mex and 
B.P. dealers began on Monday. 
125 of these meetings will be 
held throughout the country, 
where the dealers will see the 
fifth of a series of trade-relations 
shows. 

Theme of the latest show is 
“Service,” a subject chosen by 
the company’s retail marketing 
department. Technique of pre- 
sentation is a blend of the 

ken word, filmstrip illustra- 
tions—shown by “back projec- 
tion”—and films, all written by 
the Shell-Mex and B.P. publicity 
department. 

The two films in the show, 
“Forecourt Kiosk” and a 
Boss,” were produced 
Random Films Productions ud 
The latter features two charac- 
ters, a garage proprietor and a 
Shell-B.P. representative, who 


are the central figures through- 


The eight-sided version of the Shell- 
Mex and B.P. sales kiosk. 


FOREMOST IN LONDON 


AND PROVINCES 


PRINCIPAL BRANCHES 


PROPRIETORS 


ODHAMS PRESS LTD. 


series, of which this 
latest film is the fifth. 

“The Boss” in the film is the 
Average Motorist, and Shell-B.P. 
point out the various ways in 
which a free service can—and 
cannot—be extended to them. 
A “seven-point plan” for service 
has already been outlined for 
garage hands, but the obvious 
disadvantages of “sticking to the 
book” are outlined. 

“Forecourt Kiosk” shows the 
easily erected kiosk now avail- 
able to Shell-B.P. traders from 
the company. There are several 
models, four-, six- or eight-sided 
prefabricated structures which 
can serve as either sales control 
points or self-contained mer- 
chandising centres on a pump 
island. 


Gauge and tool 
exports 


Although the gauge and tool 
industry’s main responsibility is 
to the home market, its exports 
during last year totall £7 
million, F. E. Halliwell, president, 
Gauge and Tool Makers’ Asso- 
ciation, stated at a reception last 
week in connection with the 
fourth Gauge and Tool Exhibi- 
tion to be held at the New Horti- 
cultural Hall, London, May 17-28. 

The 132-page = ak of the 
exhibition was by 
Clifford Martin Lid, me carries 
advertisements, many in colour, 
from some 80 firms. 


FOR ENTERPRISE 


ORIGINALITY AN 


MANCHESTER 


112 HIGH HOLBORN W.C.1. G 


BIRMINGHAM 


LEEDS 


WATFORD 


EFFICIENT SERVICE 


McLELLAN - DIRECTOR 
SOUTH COAST 
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Kemsley Report 


on newspaper readership 


in the North of England 


%* Up-to-date facts about one of Britain’s richest 
and most important markets are contained 
in the first Kemsley Research Report. 


% The report, just published, is Number One in a 
series of independently conducted surveys 
commissioned by Kemsley Newspapers. This series 
has been undertaken to add to existing data 
and so to give a more definite picture of newspaper 
readership in provincial centres. 


* The first report deals with the North of England. 
It examines Sunday, Morning, and Evening 
newspaper readership in this area; readership 
breakdowns; duplication of readership, etc. 


% It is interesting, clear, and informative. 


The Kemsley Report is available on request to 
the Advertisement Director, Kemsley Newspapers Ltd., 
Kemsley House, London, W.C.1 
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How it will operate was 
explained last week at a press 
conference held by the Federa- 
tion of British Industries, whose 
subsidiary, British Overseas Fairs, 
Lid., is organising the exhibition. 

W. P. N. Edwards, F.B.1. direc- 
tor of services, said it was hoped 
to attract buyers from surround- 
ing countries, including Turkey 
and Persia, and to reach Pakistan, 
parts of India, and possibly even 
Ceylon. Buyers were a | 
approached through a direct-mai 
list of some 7,000 names, each of 
whom would receive two or three 
“shots,” which included an illus- 
trated folder. The Foreign 
Office, embassies, legations, F.B.1. 
representatives, B.O.A.C., and 
Thos. Cook's had co-operated 
with the provision of names of 
V.P.P.s. 

In addition to advertisements 
and editorial in English. and 
Arabic-language papers, broad- 
casting would play an important 

ublicity role, said Mr, Edwards, 
cause of the high degree of 
illiteracy. Broadcast publicity 
would come from the local 
stations, the B.B.C.’s Middle East 
services, and the Sharq Al Adna 
station in Cyprus. 


Palms on the poster 


A provisional design for a 
r, shown at the press con- 
erence, incorporated as a central 
symbol a stylised representation 
of two rivers, the Tigris and 
Euphrates, with palm-trees, an 
oil derrick and a_ cogwheel, 
against a desert-yellow back- 
ground. Publicity material is the 
joint work of the F.B.L.’s own 
staff and [liffe’s, who publish the 
F.BA. Register. 
The way in which the appalling 
roblems caused by the recent 
ood are being surmounted on 
the exhibition site was outlined 
by D. A. Lamb, the Fair orga- 
niser. The area of the site was 
agogeatantaty 20 acres. Features 
of the Fair would be: live tele- 
vision; an irrigation section; a 
large car, motor cycle and cycle 
section; an engineering section 
that would be the main feature 
of the exhibition; a big consumer 
representation, including 
textiles, to meet the rapidly in- 
creasing spending power of the 


Three-pronged drive 
for Baghdad Fair 


A three-pronged publicity drive directed at buyers, V.1.P.s, 
and the Iraki public is planned for the British Trade Fair 
to be held in Baghdad, October 25-November 8. 


community; and a prefabricated 
fully equipped school. 

Over 400,000 sq. feet will be 
occupied for the display of 
British goods. Only eight weeks 
after the issue of the prospectus, 
mgd all the available space 

ad been sold, and since then 
more space is being squeezed 
from the site to meet the still 
increasing demand, it is reported. 

Press representatives to British 
Overseas Fairs Ltd. are O’Sheas 
Ltd., London. 


Scotland to show 
the world 


Guest speaker at the Spring 
conference dinner of the Glas- 
ow and West of Scentland 
ranch of the Office Manage- 
ment Association, held at Skel- 
morlie Hydro on the Firth of 
Clyde, was R. A. Maclean, 
chairman of the Scottish Indus- 
tries Exhibition. 

Talking on “Scottish Industry: 
The Challenge of Foreign Com- 
petition,” Mr. Maclean said the 
exhibition in Glasgow in Sep- 
tember, with its emphasis on 
buying and selling, would show 
the world the range and quality 
of s now being made in 
Scotland. It would be the finest 
shop window Scotland had ever 
displayed. 


Sales machine 


Harry Grimmett, a Staines engineer, 
has invented this coin-operated 
news-vending machine which, it is 
claimed, could be adapted to sell 
race cards, programmes or similar 
publications. “Nuvenda,” as it is 
called, can say “Thank you" or 
anything else that is recorded on a 
built-in disc or tape. Price & 
Edwards (Engineering) Litd., are to 
manufacture it. 


{Photographs | 
that sell 


In recognition of the played 
by photography sell 
“Advertiser's Weekly” in con- 
junction with the Institute of 
British Photographers is to 
select a Commercial Photo- 
graph of the Month. 

Each month a commercial or 
industrial photograph which 
has been used in a press adver- 
tisement, poster, brochure, 
catalogue or any other of the 
recognised media for publicity 
will be selected for publication, 
and the submission of suitable 
material is invited. 

Selection will be made by a 
committee of three: a nominee 
of the Institute of British 
Photographers, John Heron, 
the “Advertiser's Weekly” com- 
mercial photography expert, 
and the Editor. 

The first picture will appear in 
next week’s issue which will 
also include the regular com- 
mercial photography feature. 


HOW DOMESTIC EQUIPMENT TIE-UP 
FEATURE BOOSTED DEALERS’ SALES 


Four hundred domestic equip- 
ment dealers took advantage of 
Picture Post display material as 
a result of the link-up between 
that journal’s “Modern Kitchen” 
feature in its February 27 issue 
and the February issue of the 
Domestic Equipment Trader. 

The April issue of the latter 
journal, in a four-page feature, 
reports that, backed by promo- 
tional experience gained from 
two similar campaigns last year, 
the dealers s d in secur- 


ing a consistently high level of 


Girls at these tele-ad desks at the 
“Manchester Evening News’ office, 
use the American type head piece 
and so have both hands free to 
take down advertisements. This 
pe of desk was introduced after 
rank Hayes, the advertisement 
manager, visited America in 1947. 


‘OLD BEN’ DINNER 
Birmingham area committee of 
“Old Ben” will held its annual 
dinner and dance on Monday, May 
3, at the Botanical Gardens, 
Edgbaston, Birmingham. 


display, resulting in a record 
number of direct sales and 
interested inquiries. 

In addition to the 400 dealers 
and department stores, 13 gas 
and electricity boards rtici- 
pated in the link-up, “which is 
now regarded by the trade as a 
major merchandising develop- 
ment with a huge potential.” 

Among suggestions are: 

Large coloured posters of the 
front ge of Picture Post 
should be made available to form 
a background to the advertising 
tie-up; and 

There should be some tie-up 
through the medium of the local 
press. This could take the form 
of an advertisement referring to 
the Picture Post feature and 
carrying a list of local traders. 


LMPA DINNER 


The president, Sir James 
Waterlow, was in the chair at 
the annual dinner of the London 
Master Printers’ Association at 
the Connaught Rooms last week. 


The toast of the printing 
industry of London was proposed 
by the Lord Mayor. Kenneth B. 
Reid, president of the British 
Federation of Master Printers, 
responded. 


CORBETRY & 
UNDERWEAR 


SELL-ected circulation guarantees you readership among BUYERS 
who are paid to buy corsetry and underwear merchandise. 


Apply for particulars to 47 Hertford Street, Mayfair, London, W.! 


Tel.: HYD 7557/6 
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Reader’s Digest 
suaranteed circulation— 


1,000,000 


FROM OCTOBER 1954 


IG news for advertisers—a monthly magazine 
Be readership appeal reaches the million 

mark ! And when you buy space in The Reader’s 
Digest, you buy on a guaranteed circulation! 

With a guaranteed circulation advertisers know the 
maximum rate per thousand they will pay—and The 
Reader’s Digest has always given a substantial bonus 
circulation, which advertisers get free. The last guaran- 
tee was 850,000 for the year ending March 1954—and 
for the period January—March 1954 the net paid sale 
was over 950,000 copies a month, so advertisers are 
getting 100,000 circulation above the 850,000 for which 
they pay. 


New advertising rates 


From October 1954, new rates will be in force, in line 
with the circulation increase—in fact, the cost per 
thousand for a black-and-white page comes down to 
12/6d. All advertisers whose orders we already hold will 
have the benefit of the old rates until the end of 1954. 


ADVERTISEMENT RATES—OCTOBER 1954 


Full Page Black & White os 
» oo 2-Colour 650 

,. 4-Colour 750 
Half-page Black & White 350 
, 2-Colour 365 


Spread Black & White 1,050 
, 2-Colour 1,080 
, 4-Colour 1,250 
“BUY-LINES” 175 


A deep-penetration medium 


The striking thing about The Reader’s Digest is that 
it gives you the circulation figures of a mass medium, 


| 
4 


HOW READER'S DIGEST 
CIRCULATION GUARANTEE 
HAS GONE UP AND UP AND UP 
OVER THE LAST 4 YEARS! 


+" so000 
4 400,000 


a 


and at the same time a special kind of close, attentive 
readership. 

The Reader’s Digest is designed to be read. Digest 
readers buy it because they like to read it; it is read in 
the home and passed round the whole family —just 
where and how advertisements, too, are most likely 
to be read and have their greatest effect. 


THE READER’S DIGEST 


THE ADVERTISEMENT DIRECTOR, 1 ALBEMARLE STREET, LONDON, W.1 
Telephone: GROsvenor 4738 
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THEY SPEAK FOR ADVERTISING (4) 


The time for reports and resolutions has gone 


ACTION THIS DAY! 


By The EDITOR, Advertiser's Weekly 


N the past three weeks we have 

published some outstanding illus- 
trations of how advertising can 
effectively put itself across to the 
community. Lord Leverhulme had 
the courage to tackle the vexed ques- 
tion of give-away packets of deter- 
gents ; H. G. Ellinger emphasised how 
the political critics can be dealt with 
by a challenge to suggest a cheaper 
method of distribution than mass 
sales through advertising; and then 
we described a frank Swiss campaign 
to advertise advertising. 

The intention of the three articles 
was to emphasise in the weeks im- 
mediately before the 21st Anniversary 
Conference of the Advertising Asso- 
ciation the need for some decisive 
thinking and prompt action in the 
cause of advertising. 

They were prompted by the aware- 
ness that there is a school of thought 
in our business which says: “ Ignore 
the critics. If we attempt to defend 
advertising we are admitting that 
there are grounds for criticism.” 

That is woolly, dangerous and mis- 
taken thinking. But those seem to be 
the thoughts of some who are active 
in organised advertising. 


Loud voice needed 


Now is the time for advertising to 
speak up for itself in the loudest voice 
it can raise. There must be no more 
delay if only because the political 
balance in Britain is such that some 
sudden development might at any 
time lead to a Government which is 
opposed in principle and by instinct 
to all but the bare necessities of 
informative advertising. 

This does not mean that advertising 
should become involved in party 
political warfare. That would be un- 
desirable for two reasons. First, it 
would lead to identification with one 
party and thus become associated in 
the minds of half the population with 
something undesirable. Second, there 
are those in both the major parties 


who are ignorant of the function of 
advertising and its contribution to the 
well-being of the nation. 

The fact is that advertising has a 
hard-selling task on its hands to con- 
vince the population as a whole that 
our business is not only an essential 
feature of any effective, free national 
economy, but also an invaluable ser- 
vice to the consumer. This calls for 
a down-to-earth approach, with the 
determination to educate the man in 
the street by showing him how adver- 
tising helps his pocket. The American 
already understands and appreciates 
advertising. There is no reason why 
the Briton should not rapidly be 
weaned away from his scepticism. 

The educational task may be 
broken down into two parts: 


® Dealing with leaders of thought 
(Parliament, press, educationists 
and so on). 

© Putting the story across to the 

general public. 

How can these two fields of activity 
be developed? And who should 
initiate action? 

The various bodies which make up 
that amorphous entity we describe as 
organised advertising should come to 
firm decisions on spheres of action. 

It might prove most desirable for 
the Advertising Association with its 
many links with other organisations 
to tackle the leaders of thought. The 
advertisers and their agents, repre- 
sented by the Incorporated Society of 
British Advertisers and the Institute 
of Incorporated Practitioners in 
Advertising respectively, might be 
allocated the great problem of telling 
the public the truth about advertising. 

The education of Members of 
Parliament and others in this category 
will presumably be undertaken by the 
information officer as soon as he is 
selected by the Advertising Associa- 
tion. This job can be undertaken 
economically with the normal methods 
of propaganda and lobbying—and 
those M.P.s who do understand ad- 


vertising may reasonably be expected 
to state the truth about our business 
vigorously when critics become vocal. 


For the advertisers and agents there 
is a much bigger problem. The 
LLP.A. is at present engaged in the 
preparation of a public relations 
scheme for advertising, but its scope 
has not yet been defined. 


Why not the direct approach to 
the public through the traditional 
media? When an advertiser has a 
success-through-advertising story to 
tell, let him announce it to the world 
through press, poster, screen and any 
other suitable medium. And let him 
give the facts and figures to demon- 
strate how consumer goods and ser- 
vices are made cheaper with the aid 
of the advertis’'ng that builds mass 
markets. 


Is there any reason why advertisers 
should not in their advertisements 
carry a symbol and slogan proclaim- 
ing that advertising cuts the cost of 
living, with brief explanations why, 
whenever opportunity arises? And 
why not ‘Thanks to Advertising” 
when increased sales lead to price 
cuts or improved value for money? 


All would gain 


Advertising is not only a founda- 
tion for the advertiser’s business but 
also for the publisher. So what better 
than a development of the technique 
of a news story recounting the suc- 
cess of an advertiser in the columns 
of a newspaper or magazine? Ad- 
vertisers and publishers could co- 
operate in this way to mutual gain. 

These are some of the schemes 
which might be undertaken with a 
little understanding and a lot of 
energy on the part of the various 
interests. There are many more ideas 
and possibilities. But the urgent need 
is for action—now. 


For too long there has been dither- 
ing in committee. Twelve months 
after publication of the Miles Thomas 
Report practically nothing has been 
achieved. The appointment of a 
public relations adviser to the Adver- 
tising Association is no answer to the 
urgent need for immediate action to 
sell advertising to the people as a 
social and economic advantage. 


It is high time the voice of adver- 
tising was heard and understood in 
every home in Britain. The time for 
reports and resolutions has passed. 
The leaders of our business should 
heed Sir Winston Churchill's wartime 
injunction: ACTION THIS DAY! 


, : . as Dsante 
i : a Sa ' - _ 
ee 202 Apri 29, 1954 
\ 4 ee 
Pe 4, ae pear a a ae ; : ihe ‘4 : a sy .: ae _ By a i ‘ Are, Ae nee a ae ye es Pa _— Ft Be ee re. 
rie Ai ta af i es g _ = a eT Be a nn a. Site | 
1, med eae < : a aes: ‘ re _ = e ee aa Pi Pa ‘ a 2 ges < aay 
te eo 7 , 7 his eS ea ey I ey > Se eis ag i ot So i by: ae ieee sa a ef Sates BEEN a allate 


“That reminds me...°’ 


ou have caught her eye! You have sold her with 

the two most magic words in advertising . 
“For Baby”. Yes, she has read your press advertise- 
ments, seen your posters, your films, but she is a 
mother, a housewife, a very busy person. She needed 
that reminder at the Point-of-Purchase, or you would 
not have made the sale. 

And in addition to its essential reminder value 
Point-of-Purchase Advertising creates Impulse Sales. 
American research has shown that 73 per cent. of 
women shoppers make additional, unplanned purchases 
— because they are influenced by Display. 


119-125 WHITFKEELD STREET 


LEON GOODMAN DISPLAYS ..... 


LONDON WI 


ADVERTISER'S WEEKLY 


lV Iie t 


You need those impulse sales more than ever in 
these competitive times. So call in the experts — yes! 
we claim the title — on Point-of-Purchase Advertising 
and watch the Sales Graph climb. Come on! Do it now. 
Ring Euston 5351. 


EUSTON 535! 
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> Fae Wallpaper and other articles illustrated have been supplied by courtesy of JOHN LINE & SONS, LTD. 
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ing-Decoraling 


Between January and August, 1953, 
2 in yh (? DAILY HERALD homes had decorating done... = 


| of 
e@This is only one of the facts revealed in Painting and 
Decorating, the first comprehensive report ever published 


on this highly complex market. 


To obtain the data on this latest survey on 
the buying habits and purchasing power of 
DAILY HERALD readers, personal interviews 
were conducted in thousands of homes, selected 


at random, all over the country. 


The report contains a wealth of information 
on the extent to which decorating is under- 
taken — inside the home, on furniture and 
exterior decoration . . . types of decorating 
undertaken ... extent to which work is done 
by householders themselves . . . extent to 


which householders are brand conscious. 


A feature of special importance to advertisers 
is the area tabulation for brands of paints, 


DAILY HERALD 


Copies of this Report have been widely distributed. Anyone interested who 
has not received a copy will be sent one on application to ; 


E. H. HULL, ADVERTISEMENT DIRECTOR, DAILY HERALD, 


ACRE HOUSE, LONG ACRE, LONDON, W.C.2 


distemper, wallpapers and other products used. 
This reveals the considerable extent to which 
various brands have distinct regional markets. 


Findings for DAILY HERALD house- 
holds are shown alongside data for all 
households. Advertisers can thus judge 
for themselves the value of the DAILY 
HERALD, as an advertising medium, 
in this important field. 
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How to measure social status 


in sample market surveys 


One of the basic problems facing any market research organisation is how to decide the 
social class to which a person belongs. This article, which seeks to give information on the 


matter, is based wu 
Research Bureau 


TH problem of social class 
is one of especial interest to 
research workers in both the 
social and commercial fields. 
Habits in general, and buying 
habits in particular, vary 
markedly between the different 
classes, and a large number of 
the sample surveys carried out 
each year in this country make 
use of a social class analysis. 
How in practice do researchers 
decide to which social class a 
person belongs? 


One line of approach, which 
is used by most market research 
organisations, relies upon the 
fact that when we meet a person, 
even if only for a short time, we 
are generally left with an im- 
pression of whether he is higher 
or lower in the social scale than 
ourselves, Interviewers are con- 
sequently trained to cultivate this 


ability to a high degree. They 
are told what factors to look for 
—occupation, income, household 
possessions and so on—and how 
to relate their findings to a stan- 
dard laid down in a manual; with 
careful training and continued 
experience in the field they can 
achieve a great deal of con- 
sistency in their gradings. 

The Hulton Readership Survey 
is a typical example of this type 
of ae, which relies heavily 
but by no means exclusively 
upon occupation in i 
classification. It is important to 
stress that income is nor the 
main criterion of this approach, 
which deals with what re- 
searchers call “socio-economic 
classes”; the approach insists that 
class differences are by no means 
the same thing as income differ- 
ences. This again is a matter of 
common experience, when we 
consider the relative earnings of 
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Association of 


Western 
Mail 


AND SOUTH WALES NEWS 


This NATIONAL daily paper 


has had a strong place in 
the affections of Welsh 
people everywhere for nearly 


100 years. 


HEAD OFFICE 


CARDIFF 


TEL. 


Advertisement Manager, R. H. Harrison 
London Office, 176 Fleet Street, E.C.4 


Manager, George J. Studd. 


Tel. CENtral 4691 


a paper read by J. 8S. DOWNHAM, of the British Market 
to a meeting of the 


Incorporated Statisticians. 


certain highly skilled manual 
workers and of certain types of 
clerical workers (or even pro- 
fessional people). 

Social grading by this method 
remains an art and not a science, 
however. Even when an inter- 
viewer has taken into account all 
the various factors laid down in 
her manual she has finally to use 
her own subjective judgment as 
to which class category a person 
best fits. Sometimes the judg- 
ment is easy, as in the cases of a 
successful doctor or a _ road- 
sweeper. In other instances 
there may be a certain conflict 
of evidence, as in the case of a 
lowly paid clergyman, althou 
the final decision may stil] not 
difficult (the fact that he has a 
lower income than many work- 
ing-class people does not mean 
that the clergyman has to be 
graded working class). 

In yet other cases the decision 
is extremely difficult, especially 
with certain clerical and skilled 
manual workers, and it is never 
possible to say with absolute 
mmm fe which class these 
people belong. 

However detailed the manual 
of instructions, therefore, this 
method relies ultimately upon 
the judgment of the individual 


interviewer. 
Certain disadvantages 
This approach, apart from 


having the advantage of conform- 
ing to what is fairly common 
experience, has the merit of pro- 
ducing what appear to be sensible 
results. This is the case with 
survey after survey. On the 
other hand, it has certain dis- 
advantages. 

In the first place it is im- 
possible to guarantee that an 
interviewer will be absolutely 
consistent in the way people are 
classified, or—more important! 
—that different interviewers will 
classify people in exactly the 
same way. Differences of opinion 
can be reduced by careful train- 
ing, but never eliminated. 

In the second place different 
research organisations define the 
so-called socio-economic classes 
in slightly different ways, de- 
pending on the varying emphasis 
placed on factors such as occu- 
pation or home environment. As 
a result these organisations find 
slightly different class propor- 
tions in the total population, and 
this is an impediment to the close 
comparison of their work. At 
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the same time it is impossible 
readily to compare class data of 
this kind with Government or 
other published statistics. 

Inthe third place the fuzziness 
of class boundaries defined in 
this way makes it dangerous to 
use socio-economic class as a 
control in quota sampling unless 
other additional controls are 
added as a check. If the inter- 
viewer is told to look for a 
person of a particular class, and 
she finds someone who can only 
be classified doubtfully as being 
on the boundary between two 
classes, the natural tendency 
must be for her to grade him as 
belonging to the class she needs 
to complete her quota. 


Middle-class dilemma 


Finally, in analysing the results 
of a survey, the existence of these 
people who can only be classi- 
fied with difficulty means that 
cross-tabulations based on class 
may sometimes yield results that 
are less clear-cut than they should 
be: some “possibly middle-class” 
people will be included with the 
working class, and some “possibly 
working-class” people with the 
middle class. 

What is the alternative to this 
method? 

Occupation is an important 
factor in the market research 
approach, and is in fact being 
increasingly recognised as such. 


In many circles occupation by 
itself has been regar as an 
adequate indicator of social 
status. Thus, the Census 


Reports analyse the population 
by five “social classes” and by 
1 “socio-economic groups, 
both of these analyses being 
based exclusively upon occupa- 
tion. The Population Investiga- 
tion Committee, the Government 
Social Survey, and the London 
School of Economics Research 
Unit into problems of social 
class and social mobility are 
three different organisations 
which have evolved very similar 
(although not identical) measures 
of social status based upon occu- 
pation. 

The advantages of this ap- 
roach are that it relies upon 
information which is not difficult 
to collect; which does not depend 
upon the personal reactions of 
the individual interviewer; which 
is readily defined (for example 
by referring to the Census 
Classification of Occupations) 
and comparable with other statis- 
tics; and which provides as con- 
sistent a method of classification 
as one could reasonably hope to 
expect. 


The vital criteria 


To the objection that such a 
method gives a narrower defini- 
tion of social status than the 
usual market research approach 
it may be replied that there is 
evidence to show that, of the 
possible objective criteria of a 
person’s social status, the vital 
one is, in fact, occupation. 

This is very definitely the 
@ Continued on page 210 
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MIXING BUSINESS WITH PLEASURE 


Is it a crime to mix business with pleasure ? 
A great many industrious people think it isn’t. 

We make it our business to see not only that our 
craftsmen do everything they can to achieve an accurate 
interpretation of your instructions and produce 
work of high quality, but that our contact 

staff give you a personal service which 
is both helpful and courteous. 


“ I should like to take this opportunity of telling 
you what a pleasure it is to do business with 
your firm... Your people do their best to oblige 
us and are always courteous and helpful.” 


“ We like doing business with Gee and Watson because of 
very good service and the helpful interest of Mr é 


I am most grateful for the help and co-operation 
I receive from you and I am sure that our 
pleasant business association will long continue.” 


Gals & WATSON 


111 SHOE LANE LONDON EC4 Central 6555 18 lines : 
Northern Office at 4 Chapel Walks, Manchester 2 
sd = 
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Service in the Spirit of Helpfulness 


PROCESS ENGRAVERS © CREATIVE ARTISTS AND PHOTOGRAPHERS + ADVERTISEMENT TYPESETTERS + ELECTROTYPERS AND STERBOTYPERS 
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to-the- minule 


is doin - 


OLIVE BIRD, Advertisement Manager, 


THE NATIONAL MAGAZINE CO. LIMITED 
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§ PROOF upon PROOF places 


GOOD HOL 


¢ 


first for selling.. 


SELECTRICAL 
Se 


‘Topay the interest is higher than ever in the ways 

in which electricity can be used in the modern 
home. Many new types and models of electrical dom- 
estic equipment are coming on to the market and the 
public is keen as never before to learn all about them. 
That is why GOOD HOUSEKEEPING published in its 
April issue a special supplement “Living Electrically”. 


! GOOD HOUSEKEEPING not only had the full co-opera- 
tion of all sides of the electrical industry in preparing this 
supplement, but also the unique resources of its sister 
organisation, The GOOD HOUSEKEEPING INSTITUTE. 
This gave “Living Electrically” a special authority. 

2 GOOD HOUSEKEEPING provided special display mat- 
erial for electrical retailers and electricity show-rooms. They 
took full advantage of this great merchandising opportunity. 


GOOD HOUSEKEEPING MAGAZINE 


28/30 Grosvenor Gardens, London, S.W.| 


Telephone : SLOane 4591 


SEREEPIMG 


oe ee 
ee “— 


Ne.” 


. 
t 


EQUIPMENT! 
¢? 


.. DOMESTIC 


Me - 
Pe ee oo 


3 Retailers and electricity show-rooms all over the country 
arranged special window displays of the merchandise fea- 
tured in “Living Electrically”, and many produced their own 
publicity and display material. 


4 Sales from the shops, direct enquiries to manufacturers 
and GOOD HOUSEKEEPING’S Reader Service cards leave no 
doubt as to the success of “Living Electrically”. Success for the 
reader, success for the retailer and success for the manufacturer. 


All this adds up to ome simple undeniable fact — 
GOOD HOUSEKEEPING is the 
place to sell domestic electrical 


equipment. 
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rant cr many K 


as that! 


LET’S TALK BIG 


Hundreds, Thousands, Millions. You can’t 
frighten Photowork with numbers. With 
the largest organisation in Britain for 
producing quantity (quality) photographs it 
doesn’t matter whether you want a dozen 
or a dozen million prints—Photowork can 
do it. 


1,250,000 prints per week for more than 
two years is our record to date—and we 
like breaking records. 


Black and white, sepia or colour. 
Cigarette cards, showcards, blotters. 


At your service. 


photoworl.’” 


& LLYWHITE LTD. 


73 BAKER ST., LONDON, W.1. Tel: WELbeck 0938 
Head Office & Works: BRIGHOUSE, YORKSHIRE. Tel: Brighouse 1240 
BIRMINGHAM, CAMBRIDGE, GLASGOW, LEEDS, MANCHESTER, PLYMOUTH 
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Ad Man’s Bookshelf 


The case for taking part 
in trade exhibitions 


ag < ae for — his for 
. . M, Templeton, Elliot's 
Wey Books, 6s. webb and twines at one 


Ts book is believed to be 
the only one of its kind for 
a great many years and the 
author has clearly carried 
through a lot of research. The 
result is that unusual informa- 
tion concerning fairs, shows 
and exhibitions is here pre- 
sented which is difficult, if not 
impossible, to find elsewhere. 

Some indication of the sco 
of the book can be conveyed 
citing soine of the chapter h 
ings: “How a modern show is 
organised,” “What it costs and 
what you get back,” “How pub- 
licity pays extra” and “No pit- 
falls if you know where to step.” 
At the end is a useful index of 
exhibitions which manages to 
take in most of the famous inter- 
national shows. 

As to the value of well or- 

nised exhibitions, shows and 
airs the author is in no doubt 
at all and he cites some convinc- 
ing actual cases: 

A beer firm took orders 
equivalent to six times its 


costs of appearing at an exhi- 
bition within three months of 


the show closing; another firm, 
in stationery, reported that it 
was still getting orders through 
a contact made at a fair two 


result of one 3 8 
tie firm down £12,000 
worth of to its exhibit 
at one fair. 


These, it is stated, “are aver- 
age, unsensational comments.” 


pa 
which are said to be “ tional 
for many trades and mostly con- 
fined to the smaller consumer 
manufacturers,” an analy- 
sis of exhibitors’ statements 
shows that firms appearing at 
modern trade fairs may — 
to gain several advantages not 
present in other media. The 
author lists these as: 

Long-term inquiry business; 
agency representation; trade 
information; buyer reaction; 
consumer reaction; contacts 
with old friends; publicity and 


tige. 
es connection with the value 
rd exhibitions, shows and fairs 
a one firm reported: 
We were able to prove that, 
as a result of a page advertise- 
ment in the fair’s official cata- 
logue, we received inquiries for 
our product from 67 countries 
within seven months.” 


© HOW TO MEASURE SOCIAL STATUS-com. 


case in the United States, and 
despite differences in class 
structure between that country 
and this, available data sug- 
gest that here, too, one can 
get a very good idea of most 
ney ooh social standing by 
ing out what job they hold. 
frere are, of course, other 
possible criteria of social status, 
such as income, education, 
material possessions, housing, 
family background, beliefs _ 
attitudes. Most of these are open 
to serious objections of one kind 
or another, and only the first— 
income—has been much used. 
Income, however, is not generally 
regarded as a very close indicator 
of social status—it is at present 
seriously out of step at several 
points with our social structure— 
and the income definitions given 
in the Hulton Readership Survey, 
for example, are only broad indi- 
cations of the incomes likely to 
be found within a given socio- 
economic class. 
There are other practical ob- 
jections to the use of income as 


a measure of social status. The 
main one is that even with the 
willing co-operation of the in- 
formant (which is not always 
forthcoming on this particular 
point) it is not always easy to 
find out what a on’s income 
is. This is particularly true of 
housewives, many of whom have 
rather hazy ideas of what their 
husband 


earns. 

The conclusion to which one 
is impelled is that the most suit- 
able measure of social status for 
use in sample survey work is 
some variant of the occupational 
analysis. 

This need not be incon- 
sistent with the requirements 
of quota sampling. The method 
of class analysis at present used 
in much survey work (and 
especially market research), while 
— results that are probably 

oadly correct, contains ele- 
ments of vagueness and un- 
certainty which it is illogical to 
accept when so much effort is 
being put into increasing 
accuracy generally. 
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The class magazine for the well-dressed 
man, the connoisseur, the bon viveur, the 
club man, the man who wants the best 
and commands the means to get it, is to 
be published quarterly in future. MAN 
ABOUT TOWN is the only magazine for 
men who are primarily concerned with 
their appearance. 


BOUT TOWN 


The Christmas Number of MAN ABOUT 
TOWN will be on the bookstall November 
19th —the right time for advertisers of 
goods designed for the vast Christmas 
markets. This issue will be as lavishly 
produced and illustrated as previous 
editions. Closing for press September Ist. 


BOUT TOWN 


GUARANTEED CIRCULATION 50,000 
£100 per page 


NEXT ISSUE WOV/974 
“Tailor & Cutter” House, (42-44 Gerrard Street, London, W.1 


Advertisement Director: Keith Fraser 
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Advertising Case History—417 


How to merchandise 


an electric switch 


WHeEen the British General Electric Company developed the silent 


Mutac switch for the Canadian market they felt confident that 
they had a product to offer that was out of the ordinary as to quality. 
But there were a number of other switches on the market and 
although not the “silent” type they were cheaper. 

How the firm went about the promotion of the Mutac switch until 
they lifted sales far beyond expectations is outlined here. As an 
example of how to operate in the Canadian market and particularly 
how to merchandise an item that has fierce competitors all around, 

the story is worthy of the attention of British advertisers. 


HE GENERAL Electric 
Company's first thoughts 
concerning the sale of the 
Mutac switch were directed to 
getting it generally accepted by 
architects, consulting engineers 
and electrical contractors. A 
series of trade journal adver- 
tisements along normal lines 
was drawn up and published. 
The outcome was mild interest. 
It was satisfactory but there was 
no great enthusiasm. 

But the G.E.C. people felt 
convinced that that enthusiasm 
would not be out of place. 
How to get it? 

Initially they had assumed that 
what they had to offer was no 
more than a highly efficient silent 
action switch at less price than 
the only other known silent 
switch on the Canadian market. 
But people do not have to have 
a silent switch and the non-silent 
types were, and still are for that 
matter, many and cheaper. 

By merely advertising a silent 
switch for es money than the 


other firm would clearly not 
create any sensational sales. 
Clear-back plastic samples of 


the switch were supplied by the 
works to salesmen in order that 
the action of the micro gap silver 
contacts could be demonstrated. 

It was from the accumulated 
experience of the “men in the 
field” who used this sample 
switch that it came to be realised 
that the selling potentialities of 
the item were immense if only 
they could be clearly sorted out 
and classified. 

Top of the list of valuable 
selling points was the fact that 
the switch seemed to last a life- 
time—it could not be made to 
wear out! 

Endurance tests were instituted 
and in the meantime some 14 
selling points were drawn up. 
These included : 

®@ Will operate in any position. 

®@ Ideal for fluorescent lamps. 

® Sealed from dust. 

© Compact for easy installa- 

tion. 

® Micro gap silver contacts. 

® New quick fix terminals. 

Then the works came out with 
the endurance test results. 

These were so impressive that 
the company decided to play 
down the silent feature of the 


Full use was made 
by the G.E.C. in 
Canada of the big 
Canadian 
National — Exhibi- 
tion to make the 
public aware of 


the existence of 
the new Mutac 
silent switch, 


Miss Jeanne Bal, 
star of the Can- 
adian stage, made 
a personal appear- 
ance at the stand 
and took part in 
the competition. 
Prizes were given 
to those who cor- 
rectly guessed the 
number of people 
at the exhibition 
who tried the 
switch. 


switch and give heavy stress to 
a lifetime guarantee of the 
product. 

They knew that they were the 
first company ever to have made 


such an offer. In fact, nobod 
had ever before used such a sell- 
ing theme in connection with 
electrical wiring supplies. 

Sales began to move up as this, 
the fifteenth, selling point was 
driven home in all the advertis- 

merchandising con- 
it was also given a 
special emphasis And yet it was 
noted that there were so many 
price-conscious building contrac- 
tors who would pay no more 
than the very minimum amount 
of money for a switch (i.e., about 
15 cents). The Mutac, on the 
other hand, was being offered at 
about four times that minimum 
amount. 


Informing the occupier 


To combat this resistance the 
G.E.C. suggested that if a con- 
tractor had to build a low-price 
house or block of flats he might 
possibly be persuaded to install 
at least two of the silent switches. 
If such a sale was agreed a 
sticker, approximately the size of 
the wall plate, was then affixed 
over the switch. The wording 
on the sticker was as follows: 

“This Mutac micro gap silver 
contact silent switch is the 
finest switch obtainable. It 
has been installed by the 

courtesy of your electrician (a 

gap was left in the sticker at 

this point so that it could bear 
the electrician’s name). This 
switch has a lifetime guarantee 
and will operate with a mini- 
mum amount of noise. For 
all replacements insist that you 

‘Switch to Mutac.’” 

The belief that the home 
occupier might 


owner or flat 
thus be induced to ask the elec- 
trical contractor to go ahead and 
fit Mutacs throughout was borne 
out in practice in very many 
instances. 

The “Switch to Mutac” slogan 
evolved at this stage was adopted 
as a standard sales slogan. 

Full use was made of the 
Canadian National Exhibition to 
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Miss Bal's personal appearance 
gained a lot of press publicity 
for the switch. 


popularise the switch both to the 
trade and to the general public. 
A novel feature of the G.E.C. 
stand was a Mutac competition. 
The public were invited to try a 
Mutac switch and then estimate 
the number of times it was 
operated during the period of the 
exhibition. 


Public relations aspect 


Suitable prizes were offered 
and the stand attendance 
was increased by having a popu- 
lar musical comedy artist make 
a personal appearance and enter 
for the competition. The “public 
relations” aspect of this personal 
appearance gained a lot of press 

a | and expanded the num- 

t of people entering the 
competition. 

_ The Canadian Standards Asso- 
ciation gave the switch a horse 
power rating approval and this 
testimony was used very effec- 
tively by the company in connec- 
tion with the control of motors 
for oil burners. At this point 
in the overall campaign the initial 
span of trade press advertising 
gradually came to an end. The 
company found that a steady sale 
for the product within the trade 
had been built up. The time had 
come, it was realised, for 
thoughts to be directed to selling 
the switch over the retail counter 
to “Mr. and Mrs. Canada.” 


Need for package 


Experience proved that it was 
no good merely offering the 
switch in big stores if it was to 

put on a large counter in a 
glass tray with no sales story 
pointing out its virtues. The 
item, it was felt, could be 
marketed very well through 
chain stores, electrical and hard- 
ware stores if a traffic-stopping 
package could be designed and 
a powerful appeal made to the 
“do-it-yourself” handyman and 
handywoman. 


@ Continued on page 214 
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- jl 
provided by Sereen Advertising 


very week of the year an average of 
25,000,000 tickets are sold in the cinemas 
of England, Scotland and Wales—51 admissions 
for every 100 of the population. 
Here is a market you cannot afford to overlook. 
The key to it is in your grasp — through the 
medium of screen advertising. 
How can screen advertising best be used? What are 


. PEARL & DEAN LID 


Screen Advertising 


ADVERTISER'S WEEKLY 


ae 4 


igantie Marke? 


its advantages? How can it be integrated with 
other media? To answer these and other questions, 
Pearl and Dean have produced two broadsheets 
which you will find helpful ; one deals with cinema- 
coverage in relation to density of population; 
the other with design and production in screen 
advertising. Let us know which one interests you 
and we shall be happy to send you a copy. 


Na 


33, DOVER STREET, LONDON, Wi1 
Telephone: MAY fair 7494 


PEARL & DEAN (PRODUCTIONS) LIMITED 


a From Board of Trade returns. 


Includes one million children 


PEARL & DEAN (OVERSEAS) LIMITED 


- Saturday matinees. 
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@ With a circulation guarantee of 15,000 per 
month, The Military Market gives your ad 


widest coverage of the Officers who make the 


buying decisions for the 34 million U.S. Armed 
Forces consumers with an 8 billion dollar spend- 
able yearly income. 


The Military Market is published by experi- 
enced military trade paper experts. Thorough 
readership is ensured by news and editorials of 
world-wide military merchandising interest. 


The Military Market is the surest way to tell 
your story and present your product to the pur- 
chasing officers who buy for the vast market of 
Exchanges, Commissaries, Clubs and Messes. 


Get advertising rates and “How to Sell” informa- 
tion from our nearest representatives. 


HIGHEST readership among military buyers « MOST 
coverage per ad doliar 


Msi 8 ¢ 
yom r? 
Cireviation Guerantee. 13.000 per month 


: The Military Market 


The Moniiily Mepecios for Mithary GayeaErenere 


ARMY TIMES PUBLISHING CO. 


(Incorporated in the U.S.A.) 


London Office: 102 PARK STREET, W.! 
Telephone: GROsvenor 3651-9 
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¢ HOW TO MERCHANDISE A SWITCH -continued 


| The G.E.C. people believed that the new silent switch could be 


marketed very well through stores if a traffic-stopping package could 


be designed. Above is the package evolved also the counter card 


which invited the public to “Try it yourself.” 


A package in the form of an 
eye-catching three-coloured card 
resembling a wall plate was 
therefore evolved. This was in 
itself a break with tradition 
because all the competitors 
packaged their switches indi- 
vidually in cardboard boxes of 
no special novelty appeal. The 
G.E.C, card bore the Mutac 
“story” in a few words: 

“Guaranteed for life, silent 
switch, not mercury, dust 
proof, silent micro gap silver 
contacts, 120 volts, 15 amps, 
horse power rated, etc.” 

An attractive counter display 
card on which a switch could 
mounted and on ry bay 
invitation to a would =m. 
to try the switch for himself was 
released, This proved a remark- 
able success. 

Two nation-wide advertise- 
ments in Time magazine and the 
Week-end Picture Magazine were 
issued. The first offered a free 
sample switch to consultants, 
architects, and senior business 
executives provided they oe 
on their official business letter- 

cad—because it was thought 
that the most important type of 
rson could better be attracted 

y reading of the — in a 
leisure magazine. The company 
found this to be a correct estima- 


tion. 
The catch-phrase 


Adequate distribution work 
backed up such “consumer 
journal” advertising and sales 
went up. The “Switch to Mutac” 
catch-phrase was used wherever 
possible and a plete was intro- 
duced into the postage meter so 
that all the company’s letters are 
now stamped “Switch to Mutac.” 

An intensive direct mail adver- 
tising campaign was launched. 
The first shot was a not-too- 
technical description of the 
Mutac switch aimed at all con- 
sulting engineers, architects, elec- 
trical contractors, hardware 
stores, hospitals and hotels 
throughout Canada. This was 
followed up by a_ four-page 
reprint from a technical journal 
carrying an article concerning 
the switches. Written by Noel 
Holmes, manager, Toronto area, 
the British General Electric Co. 


(Canadian), Ltd., this article was 
headed “What the micro gap 
switch means to the contractor” 
and was well illustrated. 
Reporting to ADVERTISER'S 
WEEKLY on this campaign (which 
has exceeded all expectations) the 
G.E.C. people have stated: 
“We consider one of our 
main reasons for success in 


WHEN IN ROME 


“YY HEN in Rome do as 

Rome does” is an 
adage particularly applicable 
to present-day British 
exporters. How many com- 
— adapt their advert- 
ising, sales methods and , 
products to the countries 
overseas in which they hope 
to market their goods? Here 
is an account of one com- 
} pany that did. ‘ 


marketing this product was the 
fact that we had one item to 
offer. We were thus able to 
give it our undivided attention 
and the full impetus of the 
publicity drive. 

“Our future thoughts must 
be to get the word ‘Mutac’ so 
implanted in people's minds 
that when they think of a 
toggle switch they auto- 
matically think of ‘Mutac.’ 
This can only be accomplished 
by continually putting the 
name before the public, and 
thought will be given to spot 
radio advertising and even 
flashes on television, as the 
latter is proving to be, while 
expensive, a most effective 
medium.” 

The final word on this adver- 
tising campaign in respect of a 
far-from-glamorous product also 
comes direct from those respon- 
sible in Canada: 


extreme effort to sell such a 
small product, but by so doing, 
we can sell a far greater volume 
per head of population than 
could be sold on the European 
Continent, and it is only by 

blicising the item feature by 
ao lb that such results can be 
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Just look at the soaring circulation of 


VOGUE KNITTING BOOK! 


48% increase in 3 years 


VOGUE KNITTING BOOK 
iines is always a quick sell-out. 
It’s never discarded , , its 
readership is unlimited. 


No 45, packed with fashion 
knitwear, ski clothes, bed- 
165,000 jackets, men’s wear, knit- 


ting accessories, will be a 72 
page issue on art paper. 


Take advantage of the 
steadily rising sale; book 
145,000 space now in 

VOGUE KNITTING BOOK 
— the best 2/6 buy with a 
long life. 


Advertising rates based ona 


minimum print of 185,000. 
125,000 
Sep 1951 Mar 1952 Sep 1952 Mar 1953 Sep 1953 Mar 1954 Sep 1954 


net sales print order 
> No. 45 
Revised Rates Published 
September 3 
£200 per page and pro rata Copy dates 
Colour July 2 
£325 per 4-colour page B & W July 9 


Full details from the Advertisement Manager, 
VOGUE KNITTING BOOK, 37 Golden Square, London W.1 A Condé Nast Publication 
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SQLE OSTAIOUTORS 


- 


CUT-OUT 


Plastic 


LETTERS 


ideal for making your own signs, 
showcards, cinetitles, etc. 


Sizes: }", 7%" and } 
From 2 3 dozen. 
SEND FOR SAMPLES, 


KENNETT 


PRICE MARKERS 


EASTGATE STREET, 
WINCHESTER, HANTS. 


G. F. TOMKIN LTD 


FOR THE PRINTING OF 
MONTHLY PUBLICATIONS 


GROVE GREEN RD., LONDON, E.11 
DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 


You can obtain 
effects on 
Kodatrace 
impossible with 
other types of 
tracing materials 


Prove it for yourself 


.| SAMPLE 


ad sent with 
this Leaflet 
on request 


H. C. STERN, CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2 


Telephone: HOL 6086 


| mat . 


Your message is carried 
home to the homes of 
people in Beds, Herts and 
Bucks when you use the 


HOME COUNTIES 
NEWSPAPERS GROUP 


45|- a 


Rate Cards for individual 
papers on application 


A.B.C, Net Sales 


129,729 


Represented in London by 
WILL KITCHEN, Jr., LID. 


131 Fleet Street, £.C.4 Central 1960 
Head Office: 


MANCHESTER STREET, LUTON 


Phone: Luton 5050 
Advertisement Manager: C. W. Gilder 


scot 
INCH 


| aspects 
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Publie Relations 


Educating people about 
oil, starch and wool 


Strong efforts are now being made to make the public more 

aware of the role that oil plays in their lives. The significance 

of starch is also being brought home to connected (and potentially 

interested) companies and press representatives were lately made 
pleasantly aware of a new type of wool. 


HE SIGNIFICANCE of 
the oil industries to many 
of everyday life is 
clearly driven home in “The 
Story of Oil” exhibition now 
at the Science Museum, South 
Kensington. According to the 
P.R. department of the Shell 
Petroleum Co., Lid., this is 
the first exhibition of its kind 
to be designed expressly for a 
museum public. 


Developed by Shell, the aim 
of this exhibition is both to 
attract and to educate. In each 


of the 22 display cases, artistic 
merit has been an object as well 
as clarity of exposition. Fully 
explanatory captions are pro- 
vided. Stress is placed upon the 
important part played by the 
engineer in almost every phase 
of oil operations. Special panels 
are devoted to marine transport 
and pipeline systems. 

Of obvious value to school- 
teachers, the exhibition should 
also attract university students, 
particularly those with scientific 
and technological interests, since 
it enables them to discern the 
place that each particular science 
or technology occupies in the 
industry. 


[ Rise of starch j 


; 
O MARK the centenary of 
the patenting of a wet- 
milling process for starch, a 


| book, Starch—Jack of all trades, 


has been brought out by the 
Brown and Polson Group. 
Intended as a miniature hand- 
book or guide on starch, the 
book is being sent to all those 
firms and organisations which 
have a use for starch now, or 
may have one in the future. 
The discovery of the process 
was made by John Polson, one 


of the founders of the Group, 
and a major industry resulted. 
To-day, this industry produces 
more than 400 different pro- 
ducts and serves 80 other indus- 
tries. These include oi] well 
drillers, potters, paper makers, 
drug manufacturers, tanners, 
brewers, makers of electric bat- 
teries and adhesives. 

The book makes the point that 
the Brown and Polson Group 
market some 200,000 tons of 
industrial starch products every 
year “—and he would be a rash 
manufacturer who would say 
to-day that no use for starch 
could be found in his industry 

.We believe that readers 

: may find (in the book) 
matters of practical interest. If 
they do, our technical staff will 
always be ready to answer any 
specific inquiries.” 


Handling public relations is 


Thomas Swarbrick Ltd. 


; 
int 
cco 
~ 
— 
x 


; give a bright send-off to a 
new of wool (styled 
“Poodle’”’ wool) introduced by the 
Lee Target organisation, their 
agents, Auld Tilbury Ltd., gave 
away toy wool poodles at a recent 
press party. 


Consisting of 22 
display cases, “The 
Story of Oijl” is 
the first compre- 
hensive scientific 
and technical oil 
exhibition to be 
expressly designed 
for museum 
visitors. 
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ist T.T. NUMBER JUNE 17 2nd T.T. NUMBER JUNE 24 
Press Date Ordinary Advertisements Press Date Ordinary Advertisements 
June 9 June 16 
Published by 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C,1, 
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} ty 


Although Advertising may give you 100% 
Consumer coverage, you cannot obtain full 
advantage from it if your percentage of Retail 


Distribution is low. An inadequate Retail 
Distribution tends to create product substi- 
tution. 


If you feel that your distribution does not 
match up to your advertising effort perhaps 
we can help you. 


GOUNTER PR 


24 HIGHBURY PLAC 
Telephone: CANonbury 2050 and 2600 
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We specialise in getting distribution—in 
creating new stockists and reviving trade 


interest. 


Many of our clients are manufacturers of 
well-known products, who have either national 


or local distribution problems to solve. 


Write for a booklet, or phone 


JODUGTS LID 


* LONDON -: 
Directors: Bede Egerton (Managing) D. R. Moore 
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Are your Direct Mail Shots 
DIRECT ENOUGH? 


BIA provides the most accurate mailing service 
to any trade, profession or organisation here or abroad. 

BIA lists of addresses fall into many thousands of different classifications — and 
each one lists potential customers you are constantly trying to reach! The simplest 
way to reach the man most likely to buy is—— write to him direct, using BIA 
addresses, Remember — when you introduce your product to your customer 
through Direct Mail, it’s a personal introduction. 


Biggest customer-coverage — least cost 
Direct Mail is a specific medium your agency cannot afford to ignore. For the 
coverage is highly accurate; the cost astoundingly low. 

Many, many years of careful, cross-checked research have gone towards com- 
piling BIA's comprehensive address lists, Each list is constantly brought up to date, 


so that every BIA mailing shot will tell its story to the people you want to reach 
without waste and guesswork. 


Whatever your market, 
IT’S LISTED! 


Tinker, tailor, soldier, sailor, rich man — 
you'll find them all in the new BIA catalogue, 
with the number of available addresses and cost 
alongside. Birth lists? Yes. Old Reptonians? 
Yes. Even tattooists, Best thing, though, is to 
see for yourself. Send today for the free 
BIA catalogue. Just let us have your letterhead 
or phone us direct, quoting Dept. B. 
(You'll find all information about prices and 
so on in the front of the catalogue). 


BRITISH & INTERNATIONAL ADDRESSING LTD 


BIA House, Dept. B, Chalton Street, London, N.W.1 - Tel: EUSton 5262/6 
MEMO: No sales office is complete without the BIA Mailway Catalogue 
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Direct Mail in Action 


GOATSKIN™ 


When quality pays in 
postal shots 


The Wiggins Teape Group have sent large amounts of quality 

direct mail material to printers and actual users and have found 

such advertising sufficiently successful to consider extending it 
along more elaborate lines, 


"TREReE can be no doubt that 
the success or failure of 
direct mail advertising lies in 
the attitude adopted by the 
advertiser or his advertising 
agent. Direct mail is not the 
poor little sister of press ad- 
vertising. It is a form of adver- 
tising in its own right. If 
well used it is often a more 
successful medium than press 
advertising and certainly in 
some trades and professions it 
can provide a greater return 
for money spent, providing it 
is well planned and not carried 
out in a niggardly fashion. 


Planning and quality 


Much of the failures in direct 
mail advertising can be attributed 
to the lack of planning before- 
hand and the poor quality of the 
material used. A badly printed 
or duplicated circular enclosed 
in a cheap unsealed envelope is 
not likely to bring results in the 
majority of cases. Cheapness in 
direct mail advertising is an 
indication that the goods offered 
are of poor quality and the cir- 
cular more often than not goes 
into the waste-basket unread. No 
reputable advertising agency 
would think of having a letter- 
head of poor design, badly printed 
on cheap paper and, after all, a 
letterhead is a form of direct 
mail advertising. 


Many direct mail shots consist 
of nothing more than a sales 
letter. If such a letter is on a 
quality paper with a well-designed 
and printed heading, with the 
address carefully matched in 
(looking as though it really had 
been typed and signed) and then 
enclosed in a good quality sealed 
envelope, that letter will stand a 
good chance of reaching the desk 
of the person for whom it is in- 
tended and being read by him 
as a personal letter, 

Admittedly the cost of such a 
letter will be greater than one 
whose destination is more often 
than not the waste-basket, but 
how much more, in actual fact, 
is the cost, when results are com- 
pared? The biggest item, of 
course, is the postage—twopence- 
halfpenny for a sealed envelope 
against three-halfpence for one 
unsealed. That extra penny, how- 
ever, will often ensure that the 
letter, if correctly addressed, 
arrives on the executive's desk 
and is opened and read by him. 
The cost of good quality paper 
and envelopes compared with 
shoddy papers is negligible, while 
the cost of good printing is not 
great and, anyway, is propor- 
tionate to the quantity printed. 
Even if the extra cost is 100 per 
cent or more, the chance of the 
letter being read by the right 
person is at least 500 per cent 
greater. 

There are many industrial con- 
cerns who do not deal direct with 


One of the deli- 
cately coloured 
folders recently 
mailed by _ the 
Wiggins Teape 
Group in an en- 
deavour to impress 
users and buyers 
with the import- 
ance of quality 
papers. The cost 
of good quality 
paper and en- 
velopes compared 
with shoddy items 
is not large while 
the cost of printing 
is proportionate to 
the quantity 
printed. In any 
case, the chance 
of a quality direct 
mail shot being 
read by the right 
person is much 
increased. 


An opened out folder sent by the Wiggins 
companies in the legal and insurance professions. 
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Teape Group to 
Information 


concerning the right kind of paper to use for certain operations 
was given, 


the public, or if their products do 
eventually arrive in the home, 
they do so only after they have 
been converted in some way or 
other and so direct selling to the 
public is not primarily the res- 
ponsibility of the manufacturer. 

In such a category is the paper- 
maker whose market consists 
largely of printers, manufacturing 
stationers, makers of plastics, and 
other converters of paper. 


More elaborate lines 


The Wiggins Teape Group 
have recently sent a large amount 
of direct mail to printers and 
have found it sufficiently succes- 
ful to consider extending it on 
more elaborate lines. In the past 
the mailing pieces have consisted 
of folders printed on = of the 
various pers made by the 
Group. Fhe folders are usually 
large post sheets printed on one 
side only and folded french fold. 
Particular attention has been 
paid to the design and printing 
of these folders and there has 
been no attempt at uniformity in 
the design of any of them. 


Most suitable process 


The only uniformity is in the 
quality of the paper and print- 
ing. Most of the pieces are 
printed by offset litho, this 
being the process most suited 
to the papers used, but some 
are printed by letterpress and 
in one instance a combination 
of photogravure and letterpress 
has been used. They are ail in 
colour, the numbers of colours 
used varying between two and 
10 or more. 

In the designing of all the 
items for direct mail it hag al- 
ways been the aim to strike a 
medium style to please the many 
rather than the few, The 
designs are restrained but good 
—that is they are neither what 
is generally 

rary,” nor afe 
ashioned. The tastes of business 
executives in the matter of 
design vary considerably and by 
adopting a middie course, it is 
hoped to offend as few of their 
tastes as possible. A design that 


offended in any 
quickly find 
waste-basket. 


Red hand impression 


That the number of colours 
used to make a striking folder 
need not be excessive is amply 
demonstrated by a folder on 
Devon Valley blotting paper 
issued recently. This folder od 
the impression of a hand in red 
on the front with the “lifeline” 
emphasised in blue and the cap- 
tion “A Long Life Story.” The 
folder is printed in two colours 
only—red and blue—on three 
pages, the fourth page being left 

lank so that it can be used as 
a blotter. 
and reads: 


“The life story of this =e 
of Devon Valley blottin 
is most absorbing, ae was 
created at Hele Mill in the 
heart of Devonshire (where the 

rimroses come from) and 
rom the time it left the mili 
until it arrived on your desk 
it had led a pretty secluded 
life, but now its absorbing life 
history has commenced, You 
are absorbing this message and 
the blotting paper will absorb 
your ink, This absorption will 
continue for some time-—-many 
weeks in fact. Before you 
finally discard it we hope you 
will have recommended Devon 
Valley Blotting Paper to your 
customers as a most useful 
sheet of per with a high 
longevity for their advertising 
messages. 


Influencing the consumer 


way would 
its way into the 


The copy is interesting 


oblem in 
is to sell his papers 


The pour 
the first plac 
to the converters, but he can go 


further and endeavour to in- 
fluence the actual consumer to 
specify his papers when ordering 
from the converter. A _ direct 
mail scheme to influence the con- 
sumer is part of the Wiggins 
Teape Grou ee plans 
for 1954, f must stressed 
that the aim of the mele is to 
persuade the consumer to order 
the Group’s papers from his 


@ Continued on page 222 
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Direet Mail in Action folders and an attempt has been 


made to persuade the recipient 
—_ . . — . ‘ t 
* WHEN ee gh Pe: been consistent over so many in hig mail and 10 hold them t0 
years excluding the war years the light to see the watermark. 
QUALITY wD when, < “ie” the had — - Paper is such an everyday thing 
—— ee sail a or t sake OF that it is difficult to get people 
PAYS ~cont. FE) antes de to exeuting it ond compare one 
plinth chances The shot per with another. 
4 The primrose shot as 05 addition to the main 
A, For the 1954 direct mail ad- scheme, other mailing shots 
vertising to consumers scheme, directed to specific trades and 
The “Gateway” < - Group markedly extended o oooe soos, 
sa the mailing of primroses to the ° 
vais oars See e larger consumers of paper such # The factor , 
, 0 as accountants, shippers, in- eape Group} 
this folder from oo surance companies, etc. This Peg. glen. to the} 
the Wiggins Teape provided the opening shot in 4 P ‘ 
Group. Boxes of 


the year’s main campaign. The } San = 
primroses were accompanied by acter of onal Bieny shetst 
a note carrying the Group’s com- consist of nothin oe B than 
pliments and the hope that the 8 antes letter phen a letter. 
consumer would be interested in is on @ ualit with a ‘ 
the mailing shots to follow. pe tA y bs printed 
The primroses will be followed  headi it will stand a good , 
at intervals by other mailing pr nae being read 
pieces all printed on various { ms 


primroses are 
mailed by this firm 
every springtime 
hut this year more 
received this plea- 
sant shot than ever 
before—and it 
opened the 
Group's main 


GATEWA 


J 4 pers made by the Group. “******* eh Sintina tainting 
direct mail cam- © ‘ shots wil! be more professions will be sent out 
paign for 1954. Re i ture a ok ek _.| elaborate than those used in the occasionally. One of these has 

= and will be supported by already been mailed to over 

suppliers—he cannot the mills in Devonshire. The prim- insets and advertisements in 2,000 accountants. It consisted 


—— direct from the rs. roses are neatly packed in boxes periodicals likely to be read by of a 13 inch by nine inch folder 
n planning a direct mail ad- punched with fa to ensure the consumers. Each mailing shot of grey cover paper with a fic- 
vertising scheme a start is often circulation of air and arrive on invites the consumer to write for titious name diestamped in white 
made by sending off one or two the customer's desk as a reminder further samples of papers on the front and a half-dozen 
novel shots such as “teasers” to of the coming spring. A little applicable to his particular folded sheets of different quality 
intrigue the customer and interest note is enclosed to remind the business. pers bound in with red cord. 
him to watch for the following recipient of the Wiggins Teape Most of the papers made by Some of the sheets were printed 
shots. For many years st, Group. Thig is a novel form of the Wiggins Tea Group are in facsimile typewriting in the 
boxes of primroses have been direct mail advertising and, watermarked and each water- form of a balance sheet, and all 
mailed in the early spring to although flowers have been used mark includes a “Gateway” the sheets had the watermark 
some thousands of customers and before for this purpose, it is symbol. The “Gateway” is a (and other relevant details of 
friends from one of the Group’s probably unique in that it has prominent feature of all the @ Continued on page 225 


““How’s your Order Book?” 


No business can be unaffected by the change from the sellers’ to the buyers’ market. 
Nowadays business must be secured against growing competition. 

Publicity in the form of colourful brochures, price lists, leaflets, window bills and sales 
letters for direct mail advertising is a growing need for every business and industry. 
This calls for printing of a high standard which must also be economical if selling costs 
are to be controlled. Speed and versatility, too, are important to exploit every 
condition of the market. The answer is obviously Rotaprint, a machine which can 
print your typewritten sales letters and letterheading in one operation, then print the 
reply-paid cards and follow up with a piece of multi-colour sales literature. 

Rotaprint is undoubtedly a business-getting machine, but it will also cater for all your 
office stationery, ruled forms and duplicating, and thus 
spread its overheads over all departments. 

Rotaprint takes up little room, is simple to operate and 
produces work of really first-rate quality. It js certainly 
worthy of your further investigation from the point of 
view of economy and convenience. 

As a first step, send in the Enquiry Form below for details 
of the models available and some typical examples of work. 
No obligation whatsoever. A Technical Representative OLYMPIA 
will call only at your invitation. 


MAY 3rd—I4th 
ENQUIRY FORM Stand No. G.!! 


Please send, without obligation, printed specimens and full details of Rotaprint. 
NAME 


HONEYPOT LANE, LONDON, N.W.9 
Tel.: COLindale 8822 (12 lines) 


' 

| OBPARTMENT 
ROTAPRINT LIMITED, HONEYPOT LANE, LONDON, N.W.9 
| 


| 

| 

Pin this Enquiry Form to your letterheading and post to | 
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“*T’ll run them 
on the © 


‘MULTIGRAPH’ | 


DUPLICATOR”’ 


The Model 250 ‘Multigraph’ Duplicator reproduces 

from 3,000 to 6,000 perfect copies of circular letters an 
hour. 
This is only one way in which ‘Multigraph’ Duplicators 
can help your business, for the ‘Multigraph’ Duplicator is 
the modern means of mechanising paper work production 
aud saving the costly time of clerical staff for more 
productive work. 

Our nearest representative would be glad to make a 
study of the savings he could show in your business and 
to send you a report, without cost or obligation. 


ADDRESSOGRAPH-MULTIGRAPH LIMITED #2 


DEPT. I/l, MAYLANDS AVENUE, HEMEL HEMPSTEAD, HERTS. Wy 


Send for free literature on “ Addressograph”, “ Multigraph” and “ Multilith” machines. 
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Direct Mail im Action 


“47 OU KNOW that we pro- 

duce the Newage/ Austin 
engine for the Massey-Harris 
726 Combine Harvester,” said 
the client, Newage (Man- 
chester) Limited, to their 
agents Cavendish Publicity Ser- 
vice Limited. 

“Well, during February and 
March, when the farmers are not 
over busy, is the ideal time for 
us to get at them and sell the 
idea of having a reconditioned 
engine put in so that they can- 
not possibly have any breakdown 
during the important harvesting 
season. In addition, we are pro- 
ducing a vaporising oil conver- 
sion assembly which can be very 
simply incorporated in the 
engine. This cuts the running 
costs tremendously by using 
paraffin instead of petrol. Natur- 


How to sell reconditioned 
engines to farmers 


The virtuosity of the direct mail selling technique is well illustrated by this account 
of how careful planning and a clear presentation of positive advantages enabled 
an unusual service to be successfully promoted by an advertising agency. 


ally, we have the names of 
Massey-Harris dealers whom we 
should inform of our plans, and 
we are prepared to do a certain 
amount of advertising in the 
farming press over the relative 
period.” 


The benefits offered 


That was an explanation of 
the situation. It was a good one. 

Heads were then put together 
and facts, figures and minute 
details obtained from the client 
as to profit motive, time factors 
and the general benefits of what 
they were offering. Eventually it 
boiled down to a decision that 
the following advertising items 
were necessary and that they 
would have to be “consumer” in 
appeal because, in the end, they 
would find their way to the 


ALDGATE 


HOUSE, 


The _ interest of 
the dealer’ was 
attracted by the 
production of a 
wallet containing 
literature designed 
for the customer. 


Massey-Harris dealer's customer 
the farmer: 

@ A printed item giving full 
details and costs of the 
engine exchange service. 

® Another printed item giving 
full facts about the vaporis- 
ing oil conversion assembly. 

It was then realised that agri- 

cultural agents, not being city 
business men, do not always have 
the time or the facilities for 
writing letters to their numerous 
customers. “Right,” declared the 


Paper sir? 


But which paper? A poor quality paper or a Wiggins Teape quality 


THE WIGGINS TEAPE GROUP 


MAKIAS OF 


GATEWAY PAPERS 


MANSELL $T., 


obtainable from your printer. 


Aprit 29, 1954 


Cavendish executives, “we will 
do the covering letter for them 
as well, to pass straight on to 
their customers.” 

So far so good. 

The items to be passed on to 
the farmer had been planned but 
it was realised that the most 
important thing at this stage was 
how to grip the interest of the 
Massey-Harris dealer; and by 
interest was meant, of course, 
“what it was worth to them.” 

Cavendish, therefore, decided 


paper? The decision is yours—but remember, that decision will 
make or mar the job. Wiggins Teape papers uphold your 
prestige and assist you in promoting your business. Ask Wiggins Teape 


for samples of papers that interest you—bulk supplies are 


Til 
Ugg Ta 


FINE PAPER MAKERS 


LONDON, E.1 
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Direct Mail in Action 


© SELLING RECONDITIONED ENGINES -continued 


that a wallet was necessary to 
show the dealer the literature 
available for passing along to his 
customer—the above three items 
to be slipped into a pocket on 
the inside of the centre spread. 
The right hand side of the centre 

read lent itself to stating in 
clear terms the cost, time element 
and profit motive to the dealer 
in handling either or both of the 
services mentioned. 

That was all very good, but 
how could some incentive be 
created for the dealer to take 
action? 

The client's letterheading was 
printed on a buff paper in black 
and green. “Fine,” said Caven- 
dish. “Let us use a buff card for 
the wallet and make the front 
cover look exactly like a letter 
from Newage to the Massey- 
Harris dealers.” 

This decision controlled the 
size of the wallet at just over 
10 X 8 inches and the letter 
briefly told Massey-Harris dealers 
the services offered, the discounts 
they would obtain, informed 
them that specimens were en- 
closed of the print which could 
be pumped out to their customers 
free and with the minimum of 
effort. 

In the case of the covering 
letter from the dealer to the 
farmer, space was left merely for 
the name and address rubber 
stamp—and for good measure a 


business reply-paid card was 
slip in. The card asked the 
dealer to fill in his name and 
address and write in an appro- 
riate area the number of sets of 
iterature that he could use. A 
ps. to the front cover letter 
drew attention to the back of the 
folder which showed the com- 
plete schedule of advertisement 


, How to compel 


attention 

} The following two points 
fare basic to the success 
most direct mail campaigns:— 
¢ © Use only simple straight-‘ 
7 forward words in the! 
, letter and any 
‘ ying literature. 
je re several pieces of 
literature are involved in 
} one shot the use of a} 
P wallet container should) 
, be carefully investigated. + 


accom-¢ 


spaces which would appear 
during the drive. A _ specimen 
advertisement in miniature of 
what would appear in the farm- 
ing papers was also reproduced. 
As of now Cavendish’s clients 
have expressed satisfaction at the 
reaction—not only in demands 
for literature received from the 
dealers, but in the turn-over of 
reconditioned engines and vapor- 
ising oil conversion assemblies. 


© WHEN QUALITY PAYS-continued 


the paper) printed in red. The 
folder was accompanied by a 
sales letter printed in facsimile 
typewriting with the name and 

ress of the recipient matched 
in and a facsimile signature in 
blue at the foot. 


Particular profession 


All this gave the impression 
of a really personal letter. The 
letter was carefully written, and 
bore in mind the particular pro- 
fession to which it was directed. 
It began as follows: 

“Accountants everywhere 
attach great importance to the 
manner in which the results of 
an audit are presented to their 


so often specified for this type 
of work and the folder we 
enclose serves to illustrate some 


of the qualities that have 
proved most valuable for this 


The concluding sentence read: 
“You may be using some of 
these papers already—not just for 
balance sheets but also for letter- 
headings and more important 
drafits—but if not perhaps you 
would be good enough to give 
them a trial when re-ordering. 


CONQUERORHA 


One of the designs used in the 


current Wiggins Teape Group 
campaign. Hard hitting yet 
tasteful and subtle is the 


approach made by this organisa- 
tion to persuade the use of better 
quality papers. Primroses are 


used as springtime shots. 


If you would like to test these 
papers, please let us know in 
which quality you are interested, 
when we will forward samples 
by return post.” 


Although the 1954 direct mail | 
campaign of the Group hag been | 
designed as economically as pos- | 


sible, it has not been cut too 
fine. The object of the cam- 
paign is, of course, to produce 
results in the shape of increased 
sales of quality papers, and it is 
hoped the extra cost of produc- 
ing impressive material will be 


more than justified by the results. | 


The Group are confident that 
this will be so. 
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the 
things 


we do 


In recent months we've 
designed, produced and distributed direct 
mail campaigns for a Wren church, a bookie, 
an ice cream flavour, an international air- 
line, a scrap metal collector, a well-known 
motor oil, an independent small town cinema, 
a self-service launderette, an industrial film 
unit, a fish and poultry shop, fresh air, a 
flower club, a meat tenderiser, a top-ranking 
far company, a car distributing firm, a fashion 
house, a telephone company, a restaurant, a 
firm of fruit packers, an American shipping 
line, a wine merchant, an advertising journal, 
a—bless our souls, we're so versatile there isn’t 
room to tell you half of it! For the full story 
of who we are and what we do, you'd better 
get us to send you a copy of our Facts & 
Figures. It’s interesting. 


CL 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


The thing that intrigues us 
about all this is what varied 
jobs you're going to throw 
at us next. We'd like to 
hear of them. 


Alexander House ‘ Shaftesbury Avenue . wc2* Temple Bar 2641 
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Why? 


WHY do SIMMONDS claim to be “Britain's 
Fastest Growing Direct Mail Agency’’? 


BECAUSE they have increased their business by 
over 500°/,and obtained 76 new Accountsintwoyears. 


WHY have they been able to do this? 


BECAUSE they are all practical people, trained 
and experienced in Advertising, Sales Management 
and Direct Mail. 


They are not “‘cheap’’, but they will so plan your 
Direct Mail appropriation that at cost-per-result 
it will be surprisingly economical advertising. 


POSTAL PUBLICITY LIMITED 
82/4, Peckham Rye, London, S.E.15 
Telephone; NEW CROSS 0331-2-3 


CONSULTANCY 
cory 


"POSTAL — 
PUBLICITY 


Wo wasTe POSTAGE 


Perfect Letter-Printing Co. Ltd. 
9, Red Lion Court, E.C.4* CEN 9671 


Est. 1908 Phone: Hol. 8641/2 


ALERT || t=“ 
Circularising Co. Ltd. ADDRESSING 


ENCLOSING 
67/93 LAMBS CONDUIT ST., W.C.1 MAILING 
Directors : 


: . » . if it provides a guaranteed 
P. Millward, F. Halls 


service at the keenest prices. 
Send Price List " 
House to House distribution of afm to-dey 
circulars etc. by men under efficient pt ADVANCE 
supervision. Envelope Addressing, RECT MAIL SERVICE 
Folding, Enclosing, etc. Sandwich 


1-3 SEDLEY PLACE, LONDON, W.1 
Boardmen, Street Paper Selling. mek At 
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Direct Mail im Action 


A novel approach to the 
British music-lover 


In an endeavour to get people in this country to attend concerts 
abroad the British European Airways Corporation lately sent out 


a cleverly worded letter to 


A FULLY orchestrated ap- 
proach was recently made 
by British European Airways 
to music-lovers with a view to 
persuading them that delightful 
musical experiences are await- 
ing them abroad. 

To 17,000 addressees on the 
Festival Hall mailing list went 
the following : — 

Dear music-lover, 

Music in the air 


An Australian conductor has 
recently been reported to have 
said that in a few years’ time 
there will be performances of 
musical works created from the 
sound of motor engines. At 
first, perhaps such a statement 
appears ludicrous, but it is not 
really such a radical idea as it 
sounds for there is already in 
existence a major composition 
established on a theme sug- 
gested by the initials of British 
European Airways. Although 
written by composers unknown 
to the musical world, it is a 
magnum opus and has taken 
seven years to score. 

Introduced  strepitoso, the 
main theme travels _poly- 
phonically with varying accom- 
paniments, while  sostenuto 
Dart engines of the Viscount 
harmonise with the Centaurus 
rhythm of the Elizabethan; 
this motif is maintained to a 
presto tempo throughout all 
the movements, although the 
opening bars are given in a 
strepitoso manner, the cre- 
scendo poco a poco leads to 
a diminuendo volante. 

Seats to enjoy this composi- 
tion, which is repeated many 
times a day due to public 
demand, can be booked 
through usual agencies or 


nm concert-goers. 


Concerts—by air 


travel was stressed in the B.E.A. 
letter. 


direct with the performers. 
With rapturous sounds you are 
soon transported to other 
spheres of music such as 
Vienna (June), Holland (July), 
Munich (August) or Edinburgh 
(September). The full score of 
this “60 Variations for Euro- 
pean Travel on a Theme of 
B.E.A.” is always in print and 
should you be _ interested, 
please let me know your 
requirements on the enclosed 
card. 


The letter signed off :— 


Yours in harmony, 

J. L. Grumbridge, 

Sales Manager. 

In the lower left-hand corner 
of the letter and with careful 
relevance was placed a bar of 
musical notation reading b, e, a. 


How to put life into the direct mail 


GIFT offer of “two unique 

portfolios” was recently 
made through the post from 
Paris by Life International. 
The portfolios, it was stated, 
would contain colour repro- 
ductions of Michelangelo's 
Sistine Chapel frescoes (22 
pages) and Tintoretto’s “Life 
of Christ.” 

Accompanying the three-page 
letter (which made it clear that 
the portfolios would go to those 
taking out a two year or a one 

r subscription for the journal) 
rom David W. Ballard, circula- 
tion manager, were three other 
pieces of print. 

One was a_ business reply 
envelope . . . addressed to Time- 
Life International Ltd., England. 


The second piece was in the 
manner of an order form bearing 
the offer. 

The third piece was addressed 
to those already subscribing to 
the journal and read as follows:— 

“... you are probably wonder- 
ing why you received this 
invitation to subscribe. Here's 
how it happened. In soliciting 
subscriptions by mail, we use 
‘prospect’ lists rented from 
other firms. These lists (your 
mame may have appeared 
on one or more of them) 
are highly prized by their 
owners, who will not per- 
mit us check the _ rented 
names against our existing sub- 
scriber file. And so we hope 
you will pardon this unneces- 
sary invitation.” 
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Direct Mail in Action 


Trade journal ad ties 


up with postal campaign 


The full effectiveness of a direct mail campaign f 


depends upon 


N INTENSIVE advertis- 
ing campaign has been 
launched by the North Staffs 
Photographic Services te popu- 
larise their precision products 
both to the trade and the 
public. In this campaign the 
direct mailing technique is 
being carefully employed. 
The overall operation has three 
separate but allied angles of 
ee: : oa 
open print competition 
publicised by national adver- 
“tising. 
®@ A personal circular to those 
who have bought an “Edixa” 
camera urging them to take 
part in the competition. 
@A wallet of leaflets sent to 
dealers. The leaflets gave 
details of the latest lines 
offered by North Staffs 
Photographic Services. 


Details of competition 


The basis of this campaign was 
a full-page advertisement in the 
Amateur Photographer during 
March and early April. This 
gave details of the competition 
and announced that cash prizes 
would be awarded and winning 
entries published in successive 
issues of Amateur Photographer. 

The point was made that if a 
winning print was achieved with 
a “Dunco” enlarger (for which 
the firm is the sole importer for 
this country) the contestant would 
receive an extra guinea. 
The letter to “Edixa’’ owners 


supporting advertising in other media. An example 
is the drive made by a photographic company. 


was possible because of the card- 
index operated by North 
Staffs tographic Services. The 
letter included the following :— 
“According to our records, 
you have purchased some time 
during the past two years, an 


‘Edina’ or ‘Edixa’ 35 mm. 
lever-wind camera. 
One of thousands 


“We trust that this camera is 
still in your possession and 
that you are one of the many 
thousands of proud ‘Edixa’ 
owners in Great Britain. 
“In line with our policy of 
continued ‘after-sales-service,’ 
we are shortly announcing a 
photographic competition for 
‘Edina’ or ‘Edixa’ users and 
immediately a special repro- 
duction award scheme in 
Amateur Photographer. 
“We will pay £1 10s. 6d. for 
every picture reproduced in our 
fortnightly Amateur Photo- 
— advertisement, taken 
y an ‘Edina’ or ‘Edixa’ user, 
besides publishing his name, 
address and the photograph.” 
The wallet sent out to dealers, 
besides containing price lists and 
a news bulletin, also carried 
photographs on fine art paper. 

It is the experience of the firm 
that such a direct mail wallet- 
shot to dealers facilitates both 
ordering and selling. The re- 
tailer is saved  time-wasting 
searches for lists which may be 
dispersed throughout several 
desks and drawers. 


A representative selection of Mazda lamps and lighting fittings was 
shown on the B.T.H. stand at the Electrical Engineers’ Exhibition, 
Earls Court. The company's fractional and integral horse-power 
electric motors with associated control gear were also displayed. 


whole customers—not just [gem 
their tail feathers. There ay 
are many occasions when . 
direct mail can do what no other 
form of publicity can attempt. But 
every shot must be well aimed, well timed, 
fully charged. Above all you must be quick on 22535 
the draw .. . to-day’s sales news is to-morrow’s stale news. 


Gestetner is the perfect for sales letter 
production. It is simple, fast, efficient, infallible. A 
Gestetner duplicator guarantees consistently excel- 
lent reproduction, whatever the length of run. 
The Gestetner process offers unlimited scope for 
attractive art-work and versatile presentation. 


Gestetner in your own office, makes you independem 
of all outside services. No corr d » no tele- 


Faultless copies create favourable impressions, 


Gestetner duplicating is not only fast and efficient 
—it is economical, Whether your demands are 
continuous or occasional, for long runs or short, 
there is a Gestetner designed specifically to 
meet them, 


Gestetner versatility means useful employment 
between direct mail shots. And to the sales planner 
it can mean the difference between success and 
failure. With the Gestetner process at your disposal 
you can translate a snap decision into swift and 
effective action. 


Get busy, Get business 


Get 


Geslelaer 


GESTETNER LIMITED, ALDWYCH HOUSE, LONDON, W.C.8. 
HOLborn 8700 
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is the time to organise your 


BUSINESS GIFTS for CHRISTMAS 


Business gifts usually come on the Agenda around October. Too late .. . all the best 


and most acceptable gift ideas are already over-ordered. “Sorry,” they say, “‘ we can’t 
accept any more orders.”” Take Advertising Playing Cards. They have everything a 
business gift should have—usefulness, a reminder value, and are sufficiently inexpensive 
for widespread distribution. 


orders at all after 


SU at Use 


So if you are an Advertising 
Manager this is the time 

to nudge your Board ; if an 
Agency, to remind clients. 


We estimate that it will be impossible to accept any 


We will gladly send 


on request a comprehensive 


price list from I colour to 8, 


from 500 packs to 50,000, 


KLIK 


THOMAS DE LA RUE & COMPANY LTD. 


STATIONERS DIVISION, IMPERIAL HOUSE, 
84/86, REGENT STREET, LONDON, W.1. 
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Advertising Gifts and Novelties 


Presents which make friends 


and bring business 


This special survey of currently available advertising gifts and novelties places stress upon the 
necessity for each item dispensed as a gift to be of a quality and usefulness to bring credit to 
the firm concerned. Noted in this survey are various items of day-to-day use in the office as 
well as novelty talking tapes, a pg a and a temper-saving device for opening 


WIN friends and remind 
executives of your pro- 
ducts and services are the 
main purposes of any advertis- 
ing gift. And to reach the 
peopie at the top level (where 
vital decisions affecting your 
business are made) the gift 
has to fall into at least one 
of the following main cate- 
gories. 

It may be so arranged as to 
compel attention by reason of its 
superb quality. Alternatively it 
may be so ordered that it:— 

1. Catches the eye and remains 
in the mind by virtue of its 
sheer novelty. 

2. Remains to hand through- 
out the year and is valued 
because of its day-to-day 
utility. 

In this connection the Stewart 
Alexander Advertising Agency 
have this year issued a set of 
blotters some 10 in. long by 4 in. 
wide. There are three months 
to a page and the set comprises 
13. pages—the last being taken 
up with a presentation of the 
whole year. The whole calendar 
is in gay colours and un- 
» A a represents an econo- 
mical gift of considerable 
advertising power. 


Trying the tapes 


Undoubtedly, the novelty “hit” 
of the past Christmas period was 
the “talking tape.” It is true 
that some weie so imperfectly 
produced that it was not easy to 
tell whether one was being 
wished a merry Christmas or 
urged to buy at the earliest 


opportunity so-and-so’s latest 
gadget for mending leaks in hot 
waar bottles. Yet, good or bad, 
the tapes were always tried out 
and those that gave the message 
loud and clear were remembered 
and frequently played over. 

As for the present technical 
level of production the situation 
is that any message up to 1.5 
seconds can now be recorded on 
a “talking tape” which, when 
threaded through a drip mat to 
form a sounding board, will 
“speak” by running the thumb- 
nail down the tape. One Mid- 
land manufacturer used these 
with big success in conjunction 
with his Christmas card. The 
tape units cost as little as 4.5d. 
each—including tapes, mats and 
printed folders to illustrate the 
method of operation. 


Credit to firm 


The Tresises Drip Mat Com- 
pany produce “custom built” drip 
mats for personal use, and thou- 
sands are distributed as “tea 
mats.” In a report to ADVER- 
TiSeER’S WEEKLY the company 
pose the rather pee sy ques- 
tion “, . . have you ever thought 
how many million cups of tea 
are dreak daily by business 
executives alone? Here is a 
chance to catch ‘em in their 
leisure moments, and these mats 
are less than a halfpenny each.” 

The Sheffield firm of 
Maclaurin & Co., .specialists in 
advertising gifts, open up the 
pages of their catalogue with 
the wise observation that “An 
advertising gift, whatever the 
price, must be of a quality and 


GAELS §. CL TEE BTS 


The coat hanger clothes brush shown above has proved very popular. 
Folding in two, this item has a space saving value which appeals to 
those having to do a good deal of travelling about. 


usefulness to bring credit to the 
firm whose name or trade mark 
it bears.” That is the purest of 
golden rules governing the choice 
of such gifts. 

For their part the Maclaurin 
company specialises in pen 
knives, scissors and pocket sets 
which are of very good quality 
and every object offered is of 
British manufacture. These ob- 
jects have a permanent and 
regular appeal. 


Coat hanger brush 


One item of particular interest 
from this firm is a coat hanger 
clothes brush. This has proved 
to be very popular. Manufac- 
tured by G. B. Kent & Sons 
Ltd. (Kent of London), the 
Maclaurin company have the 
sole . hts for the sale of this 
line i. advertising gift 
channels he coat hanger folds 
in iwo to provide a very efficient 
clothes brush and this space 
saving factor makes it ideal for 
travel purposes. 

A brush item is one of the 
many gifts and novelties offered 
by R. Sculthorp & Co., Ltd. It 
is in this instance a brush mani- 
cure set made in pigskin and 
pom ye with nail file, scissors, 
comb and tweezers. The top of 
the brush is padded and can 
carry the client's name and/or 
trade mark. A pigskin covered 
cigarette case is also a special 
contemporary article from this 
firm. ith a metal gilt frame 
and lined on the inside this has 
proved extremely popular as a 
presentation gift in view of its 
atiractive appearance and light- 
ness of weight. 


Useful key fob 


Another item very much in 
demand from Sculthorp’s is an 
ignition key fob which is cur- 
rently being supplied on black 
P.V.C, mon Bm g Thir incor- 
porates a } in. split ring and a 
chrome and enamel badge. This 
useful article can be supplied in 
one or more colours according to 
the design. 

A recent addition to the ran 
of precision lighters made 
Beney Ltd. is the Thada sohie 
or desk lighter. Classically de- 
signed and very well finished in 


@ Continued on page 230 
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ae 


Classically designed and well 
finished in heavy silver plate is 
this Thada table or desk lighter. 


This ignition key fob is being 
supplied on black plastic materi 


A bottle opener now available 
for gift purposes renders this 
kind of accident impossible. 
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FRANCIS HOLLINGS 


& CO. LTD. 


Specialists in good gifts 
for Advertising since 1919 


16, GT. QUEEN STREET, 
KINGSWAY, W.C.2 


SALES AIDS 
AND 


Much thought and 
have been expe 
sembling the Reedoh 

of sales aids, novelties and 
seasonable gifts. 


eatcare 
in as- 


Our 1954 Catalogue AW/6 is now in preparation and 
a copy will be sent to you on request. Early orders 
mean economical buying and satisfactory deliveries. 


RICHARD HOCHFELD (London) LTD., 28 Archway Rood, London, N.I9 
Telephone Archway 4388 Telegrams: Reedoh. Norphone, London 


| rocker blotters. 


Advertising Gifts and Novelties 
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pigskin. 
also supply a pigskin covered 


® PRESENTS MAKE 
FRIENDS -continued 


heavy silver plate the price is 
moderate. It is capable of being 
engraved and lends itself easily 
for presentation purposes. The 
old favourite item from this firm 
is a globe lighter and this is 
now ing produced in man 
colourful enamel finishes. 
Beney lighters are 
guaranteed. 


Appeal of glass 

The solid and clean appear- 
ance of modern glass desk ob- 
| gives to them a constant 
| and the range of glass 
lines produced by Novolor 
. is indeed comprehensive. 
Although mass produced by their 
exclusive photo printing process, 
the articles still maintain the in- 
dividual characteristics of crafts- 
manship. Apart from being use- 
ful desk accessories, they are at 
the same time also at work 
decorating the desk with their 
brilliant mirror-silver-print. 

The Novolor — of these 
glass accessories includes paper- 
weights, ashtrays, perpetual 
calendars, pen holders and 
In each case an 
individual message and design in 
line and/or fttone can be 
printed on the glass. 

From Advertising Novelties Ltd. 
comes a line of products rang- 


jects 
ap 
t 
td 


| to spirit 
| This 
| plete service to the advertiser— 
| pecking, postal dispatch and the 


ing all the way from ashtra 
levels and tankards. 
firm specialises in a com- 


ndling of export consignments. 

Inclu in the line is a 
cigarette lighter fuelled with 
butane gas and a cloth brush 
with a shoe lift attached. Bound 
in wy this latter item 
can be offered 


without the shoe 
lift. 


This brush manicure set from R. Sculthorp & Co., Ltd. is in 
The brush top is padded and can be gold blocked. This firm 


popular, 


cigarette case which has proved 


manufacturing rights of 
Supersafe” ashtray have 
been acquired by Advertising 
Novelties Ltd. Made from heat- 
resisting plastic the design en- 
sures that any ——y cigarette 
left unattended must fall within 
the tray and cannot fall outside. 
Advertising messages can be in- 
opens for quantities of 500 
without extra charge, ex for 
the cost of the necessary die. 

From the firm of Richard 
Hochfeld (London) Ltd. comes 
a very wide range of items which 
lend themselves particularly to 
distribution during the whole 
year. These include pocket 
mirrors with the advertisement 
printed on the mirror finish; ash- 
trays; black lead pencils in 


The 
the + 


various sizes, round or triangular, 

with advertisement matter printed 

along the length of the pencil; 

tape measures in round metal 

cases; letter openers, and dis- 

tance guide maps showing the 
@ Continued on page 23! 


The “Supersafe” asht is - 
ticularly recommended by Adver- 
tising Novelties Ltd. The design 
of the tray ensures that any 
burning cigarette left unattended 
must fall within the tray and 
cannot fall outside. Made from 
heat-resisting plastic it is not 
easily breakable. Any advertis- 
ing message can be incorporated 
by embossing on a gold back- 
ground. 
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Advertising Gifts and Novelties 


A wide variety of sales aids is supplied by Richard Hochfeld 

(London) Ltd. These are cheap articles which lend themselves to 

distribution the whole year round The item marked “D” is a ma 

which shows distances between the more important places in this 
country. 


mileage separating the more 
important places in the United 
Kingdom. 

A range of useful desk and 
pocket diaries is available from 
Shaws Efficiency Devices (The 
City Ltd.). One of them, the 
“System” desk diary, is a great 
time and worry saver. Com- 
posed of 313 sheets—one for 
each working day of the year— 
they cannot fall or become lost 
or even disarranged. 

Another in the range is a 
“System” pocket secretary. In 
the form of one compact thin 
book, fitting a waistcoat pocket, 
it serves as a complete memo- 
pad, diary, engagement book, 
reminder, ket book and 
calendar. like the “System” 
desk diary, it contains one sheet 
for every working day. 

Among the many novelties 
roduced by Sudderick & Co., 

td., is a milk bottle opener 
which has exceeded all the ex- 

tations as to popularity. 
ecently patented, this little but 
very useful device has been 
bought for publicity purposes 
by firms dealing almost ex- 
clusively with men. It is bein 
made in France, Belgium, Sou 
Africa and Australia on licence, 
and judging by the initial pay- 
ment received by Sudderick 
from France, sales are going very 
well. 

The claim is that the opener 
is 100 per cent effective and 
Saree It has an indefinite 
life—which means that any 


A selection of the 
items from Adver- 
tising Novelties 
Lid. The “Silver 
Match” pocket 
lighter is fuelled 
with butane gas 
and refills are 
readily obtainable 
throughout the 
country. 


message printed on the rim (the 
openers look very much like 
large buttons) will also last a 
long time. These openers come 
in gay colours and can sent 
out in little folders somewhat 
resembling a book of matches. 
As a novelty with a difference 
this device is outstanding. 

The Sudderick novelty range 
includes glue matches (for mend- 
ing ornaments), soap-leaves (for 
travel) and ladder-stops for silk 
and nylon stockings. 

There is something about glass 
articles for the desk that renders 
them always acceptable. Further- 
more, if these are made to ory 
an advertising message whic 

be removed they are 
hand each day as a 
“reminder.” A firm which has 
specialised in this type of adver- 
tising gift is Chance Brothers 
Ltd. Tren that organisation 
comes a line of attractive glass 
dishes impregnated with any 
design, either in line or photo- 
graphic reproductions and in any 
colours. Runs from 250 are 
economical. Additionally, this 
firm can offer a large range of 
packaged gifts of table glass. 

For more than 50 years W. 
Walker & Sons (Associated) Lid. 
have specialised in the produc- 
tion of rinted advertising 
novelties. eir existing range 
is immense and includes trick 
folders, self-operating cards 
stand-out novelties, puzzles and 
rising figure folders. Every 
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YOUR NAME 


OR YOUR CLIENT'S 
PERSONAL INITIALS 


. a8 a constant reminder to the 
people who use your products or services. We 
have a complete range of business goodwill gifts 
to suit all appropriations. These personal gifts have 
proved by our long experience to be the most 
suitable for all business purposes. 

Write or ‘phone, without obligation, for free illustrated brochure 


R. SCULTHORP & CO LTD 


Dept. Gi8, Blackfriars House, New Bridge Street, London EC4 
CENeral 1812/3 


THE FIRM WITH A GIFT FOR ADVERTISING 


YOUR SALESMEN 


The experience of twenty-six years has taught us just how to 
prepare these little booklets, all ready for the journey into the 
home, telling the housewives—or their menfolk—everything 
about your products. 


The covers of these booklets, each carrying your publicity, are 
really very attractive. 


These gifts which you make are, in every case, one hundred 
per cent useful and attractive, and always received with the 
expression — ‘‘ Thank you, that’s very handy.” 


The following is port of 
our range :— 
LADDERSTOP BOOKLETS 
PERFUME PENCILS 
SOAP LEAF SACHETS 
FIRST-AID PENCILS 
STYPTIC PENCILS 

and our MOTH MATCHES 
One match per pocket of 
hanging clothes. 

DIPSTICK TISSUES 


For the motorist. 


TOWEL & SOAP LEAVES 
For the traveller. 


All the above advertising gift articles are at a price which 
allows for the largest distribution. 


We shall be glad to send samples of any line indicated by your interest 


MANUPACTURERS ; 


SUDDERICK & CO. 
25-27 SEFTON ROAD, WALTON, 
Tel.: AiNtree 1357 


LTD. 


LIVERPOOL, 9 
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Britain's foremost suppliers 


HOME & EXPORT 


ADVERTISING 


Phones; CLErkenwell 7110 & 2191 


Stsa Gift 


Our 1954 Catalogue illustrating many original 
items for which we have sole distribution, will 
simplify your search for a suitable gift. 


MAY WE SEND YOU A COPY? 


CLAURI 
*L2=..<-°:SI 


Specialists in Advertising Gifts 
106 BACKFIELDS, MOORHEAD, SHEFFIELD 1 


Phone: SHEFFIELD 25703 Grams: Girts SHEFFIELD 


* 


blows up... 


ae ye He knows that 
“GARTEX” eeeardieing balloons 
stay in the public eye for a long, 
long time, informing . . . remind- 
.. selling. “GARTEX” are 

printed to sell your product. For 

details, write: 
Sales Office, 


SILK SCREEN ARTS L® 


@7 SHIRLEY ROAD. CROYOOR ing . 
AOOISCOMBE 8147-8 


WIGHEST GRADE 


CLEAN «© SHARP 
RATT MANSHIP 


SPEEDY SERVICE 
\ EXPRESS £ 
DELIVERY 


Rubber Co., Ltd., ! 


“DAY-GLO” PRINTERS x 


beg | & Fogg | 
126 re 

dons Road, Wimbledon, S.W.!9 | 

Lie 6281-5 | 


Advertising Gifts and Novelties 
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®PRESENTS MAKE 
FRIENDS —continued 


effort is made to achieve an 
attention-getting effect in an 
original way and in many in- 
stances the pieces try to indicate 
to the prospective buyer exactly 
what the advertised product or 
service will do for him. 


Car in motion 


Thus, for a car hire firm, W. 
Walker & Sons (Associated) Ltd. 
produced a folder which, upon 
opening the left half a device 
lifts a receiver to the ear of an 
order clerk—and when the right 
half is opened a car is seen in 
motion, as if already on the way 
to the customer at the other end 
of the line. 

Again, two men are shown 
using a saw of a certain brand 
to fell a tall tree. When open- 
ing the folder the tree goes 
down. In another instance a 
girl is shown on a card holding 
a box of chocolates. By moving 
a disc on the back she takes out 
one chocolate, puts it into her 
mouth, takes another one out of 
the box, puts it into her mouth 
and so on ad infinitum, indicat- 
ing that you can’t stop eating 


them. 
Aid to golf 


Three plastic golf tees, with 
each tee stam on the head 
with the name of the advertising 
firm, is a little gift which may 
well mean more to a golf en- 
thusiast than many a more ex- 
pensive item. Made up in book- 
match style packs, these golf tee 


The solid and 
clean appearance 
of modern glass 
desk objects gives 
to them a constant 
appeal. The 
Novolor range in- 
cludes paper- 
weights, ashtrays 
and perpetual 
calendars. 


Any design, includ- 
ing photographs, 
and any colour can 
be permanently re- 
produced in glass 
by the Fiesta pro- 
cess operated by 
Chance’ Brothers 
Lid. 


wallets are offered by the 
Tresises Drip Mat Company. 

This firm is also finding that 
their novelty motoring maps are 
very popular. These “straight 
line” route maps present a 
Britain hitherto unknown—the 
Britain of the gastronome. Each 
of the 18 maps in the complete 
set indicates the way to go, 
where to eat, and where to stay. 

Compiled by a team of experts 
and attractively printed they 
form a very handy ket size 
map of positive value to the 
client who motors and to whom 
an advertising message and 
reminder will not come amiss. 
Standard of selection throughout 
the recommendation is high 
and the brief descriptions on the 
back of the map give an outline 
of the style and standard of the 
houses recommended. 


Riverside hotels 


Selling in bulk at 3d. each 
there are also special arrange- 
ments for advertisers who use 
the few spaces available. Sup- 
plementary maps will include a 
“Boatamap” of all the Thames- 
side hotels and a series of sport- 
ing maps showing _ selected 
restaurants located near golf 
courses, race meetings, etc. 

The wide range of lighters 
flowing from the Ronson fac- 
tories has lately been added to 
by the advent of the “Pipe- 
master.” Undoubtedly as a gift 
directed to ardent pipe smokers 
this will create a power of good- 
will. The new lighter has been 
designed for inside and outside 
use and has the same type of 
sliding windshield as the popular 
“Whirlwind” model. 
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part of the glass: they cannot deteriorate. The decoration can 


be in any nuraber of colours on white or coloured glass—for 

instance, a gold design on a ruby glass—and can be made to 

your own design when a minimum quantity of 250 is ordered. 

1 5” x 4” rectangular dishes from 1/6, 43” circular dishes from 1/9 each. 

(Depending on the quantity ordered and the design.) 

| Boxes for individual despatch cost 3d. each. 
1 Samples can be seen at our London offices. 


/ 
/ 
! The designs and colouring of Chance Fiesta publicity dishes are 
! 
I 
1 


\ Enquiries to : 
\ W. EB. CHANCE & OO. LTD., GLASSWORKS, SMETHWICK 40, BIRMINGHAM, 
OR TO LONDON OFFICE, 28, ST. JAMES’S SQUARE, 8.W.1. 
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TRAPINEX 


TRANSFERS 
Service and Quality 


TRAPINEX LTD 
176-188 ACRE LANE, BRIXTON, SW2 
BRIXTON 2057-8 
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The New York Times The Washington Post Diario de la Marina Aftenposten Bertingske Tidende 
Elite Suomen Kuvalenti Neve Zurcher Zertung Svenska Dagbiadet vocate Alt for 
Damerne Trouw La Prensa Zig-Zag Weekend Picture Magazine The 
Hyemmet Stockholms: Tidningen Nassau Tribune Adressavisen The Ni 
Tidende Uus: Suom: Neve Zurcher Zeitung Montreal Star Gotel 
Stockholms. Tidningen Trouw Hemmets Journal The Washington P 
Universal Viiegwereld Aftenposten Weekend Picture Magazine Sydsv@ter 
Darmene The New York Times Bergens Tidende Ei Espectador Hjemmet Ne 
Port of Spain Gazette Weekend Picture Pagansne Beriungske Tidende De J, 
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Zag Weekend 
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Universal Viiegwereld Aftenposten Weekend Pi fe Magazine Sydsvenska Dagbladet Ait for 
Oamene The New York Times Bergens Tidende spectador Hiemmet Neve Zurcher Zertung 
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Svenska Dagbladet Family Herald & Weekly Star Stavanger Aftenbiad Stockholms-Tidningen 


OSHUA B, POWERS LTD. 14 COCKSPUR ST., 
, International Publishers’ Representatives LONDON, S.W.! 
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ork Times Bertingske 
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Telephone GROsvenor 7452-3-4 
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Unequalied in Kent 


= 117,371 a. a 


Associated Kent Newspapers 


Accounts Office 
30 High Street, Chatham (Chatham 22/3) 


Advertisernem Representatives 
€. W. Player, Led., 30 Fleet Screet, E.CA4 
(Central 2786) 


ILLUSTRATED 


LEC ESTER CHRONICLE 


ONDON. 


A FIRST QUALITY 
EDITORIAL AND 
Thor & CO., LTD., 


ee 44 FLEET ST., EC 


4, TEL. CEN 6620 © 


PRODUCTION WITH 
NEWS TO MATCH 


LONDON OFFICE: 50 TEMPLE CHARBERS, TEMPLE AVENUE, 6.C.4 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 
SCREEN PRINTED TO ORDER 
MODERN PUBLICITY SERVICE 
28 PRIESTS BRIDGE, 

UPPER RICHMOND 


ROAD, $.W.14 
PROspect 6097. 


DAYGLO PRINTERS 
AYTOTYPE® (cure 
Photographic Enlargements 


ia all sizes up to 80 aq. ft. in one piece 


The Autotype Co. Led., Brownlow Ad. 
Lendon, W.13 EALing 269! 


An air view of the Lyons International Trade Fair grounds. 


Eve 


branch of industry is included in this important French show whic 
is represented over here by Robert Brandon & Partners Ltd. 


Opportunities for more 
trade at French fairs 


Despite the restrictions placed by the French Government upon 
the entry of a wide range of goods to the market there is still 
scope for British traders, These restrictions are about to be eased. 


HOSE who consider 
France to be first and 
foremost a land of good food 
and entertainment would be 
greatly surprised by a visit to 
the Lyons International Trade 
Fair which opened a few days 
ago and ends on May 3. 
The present series was started 
in 1916, during the fiercest 
period of the first world war, 
as a great act of faith inspired 
by M. Eduard Herriot who was 
already Mayor of Lyons at that 
ume. 
This Lyons event has steadily 
some more important and 
each year the organisation 
administers more space, new 
halls and pavilions and better 
roads. Car parks for the fair 
cover a great pert of the adjoin- 
ing Central Park. A _ special 
railway station has been built to 
take train loads of visitors each 
night to their hotels in Aix-les- 
Bains—80 miles away—in only 
75 minutes—for Lyons cannot 
accommodate all those who 
come specially from all over the 
world. 
The Lyons show is essentially 
a trade fair. 
In fact the organisers do 


HENDON 
BILLPOSTING 
COMPANY 


37 SPRING STREET w.2. 


ASSOCIATED ARTCRAFTS LTB. 


36 WORTH AD., TORK WAY, LONDON, H.7 


+ + 4 4 be te bette 


“FARMERS? JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


ap 


wEMeER OF THE 
avorr = suneayu 
OF CIRCULATIONS 


26,302 


Belfast Office: 
18 Donegall Square, East. Tel. Belfast 24397 


London Office: 
@ Fleet Street, E.C.4. Tel. Central $453 


FRANCE 


their best to 


Who exhibits at the Lyons 

Fair? Literally every branch of 
industry and every nation. 
Britain is there and among the 
more than 60 important ex- 
hibitors from this country 
(drawn mostly from the engineer- 
ing and agricultural machinery 
fieids) are Ambassador Motor 
Cycles Ltd; I L. Berridge & 
Co.; Cannon (Holdings) aT td.; 
Douglas Ltd.; a Chromex; 
Duraplex (Piastics) 
General Electric Ps 
Ferguson; National Pressure 
Cooker Ltd.; Ransomes, Sims & 
Jefferies Lid.; Sumlock Machine 
Co.; and Wilcox & Gibbs 
Sewing Machine Co., Ltd. 


It is, of course, true that 
British traders all too frequently 
find it difficult to get into the 
French market because of the 
official restrictions imposed by 
the French Government. In this 
connection a prospect of better 
= ee in the future is opened 

y roposals recently 
womttied to Government by 


” Harry 
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British appliance 
manufacturers were 
well represented at 
the 1954 Salon des 
Arts Menages. This 
photograph gives a 
scene of the main 
hall. 


M. Faure, the Finance Minister, 
and M. Louvel, the Minister of 
Industry 

Thess’ would lift from 18 per 
cent to 53 per cent and without 
delay, the proportion of French 
imports freed from quantitative 
control, with a further increase to 
65 per cent before November 1. 

degree of liberalisation is 
not equal for all categories of 
products suggested. According 
to reports, 68 per cent of raw 
material imports are to be freed, 
compared with about yy = 
cent of agricultural and indus- 
trial products. 

On about one-third of any 
imports freed the Government 
intends to impose “provisional 
taxes,” the funds from which 
will be devoted partly to price 


equalisation on certain home- 
produced raw materials. 

These proposals, as The Times 
has pointed out, represent only 
a “partial and belated effort to 
meet the call by the Organisa- 
tion for wy Economic 
Co-operation for 75 per cent 
liberalisation by all members 
before March 1 this year. 
Nevertheless it represents a not 
inconsiderable effort on the part 
of a Government which has to 
make allowance for the peculiar 
disadvantages of French in- 
—. and in particular for its 

prejudice in favour 


pry dh A 
ot Beapite the difficulties of gain- 
ng access to the French market 
it” is still very worth while in 
many cases for British traders to 


make the effort. The fullest 
use of the fairs and exhibitions 
organised inside France is of 
great value in this respect. 


HH 
tea 


pu 

tried out in the United King- 
dom. Where possible, layouts 
for advertisements or stand de- 
sign are given and f 
interchange of views resulting 
the company is able to gauge 
how its advertising abr can 
be made suitable to any par- 
ticular market. 

The recently held Salon des 
Arts Menages in Paris included 
a wide range of English Electric 
products and the company is in 
no doubt about the advantages 

derived. 
International icultural 
Machinery Show which is held 
every year in Paris during March 


ADVERTISER'S WEEKLY 


is worth special attention. As 
z. C. Liebman reports in a re- 
view in the current Milk 
Industry, the Paris show, cover- 
ing an area of 125 acres, with 
1,000 French and 225 foreign 
exhibitors from 15 different 
European countries and the 
United States, “must by now be 
oe the biggest of its type in 


world,” 

This r the attendance as 
well as the number of exhibitors 
was larger than ever, and thou- 
sands of British visitors went 
over to Paris. There were 
organised parties of agricultural 
engineers, dealers, dai 
members of the Nati 
Farmers’ Union and Young 
7. 

great attraction this year 

for be Geel on e — and laymen wan 
the model dairy farm which, laid 
out by the French Council of 
Rural Life, aroused both praise 
and adverse criticism: praise be- 
cause it was certainly an excel- 
lent idea to show the general 
—, how and why a modern 

farmer has to use so many 

nical aids and machines, 


pee ——— the French 


One general feature of the 
French market needs to be 
especially noted. Despite the 
import difficulties foreign com- 
petition inside France is fast 
developing with very impressive 
efforts being made by German 
manufacturers. 


We'd have 
been lost 
corthout 


him! 


Many a conference, 
meeting to plan 

a piece of printing work 
has been thankful that 
Spicers Paper Consultant 
was there, But often it is 


not till the finished job arrives, 
that they realize just how much 
they owe to his guidance. 


Telephone: CENTRAL 4211 


19 New Bridge Street - London E-.C4 
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‘STAUNCH TORY’ 
WILL TAKE ADS 
FOR RUSSIA 


Now THAT, in the words of 
Hugh Gaitske i, trade with Russia 
has become respectable, a professing 
life-long 
Conservative, 
Francis > 
Milling- 
ton, has leapt 
into the news 
with the an- 
nouncement 
that his orga- 
nisation has 
been appoin- 
ted official 
representa- 
tives in Britain 
for some 30 
Russian trade 
and __techni- 
cal journals. 
This has been done, he tells me, 
with the strong approval of the 
Board of Trade. | have a pretty 
strong _ that it won't be long 
before Mr. Millington has an 
China. whe story to break about 
Te his journal, Far East 
Trade, is much read in influential 
circles. Already he does a good 
deal of translating into Chinese 
for interested British concerns. 
Mr. Millington is one of our 


leading authorities on the Far East. 
He was an art master in Shanghai 
before the first world war and, 
after it, a cartoonist on the North 
China Daily News and, later, the 
Shanghai Times. For the Willow 
Pattern Press, which he founded, 
he secured 150 newspaper adver- 
tising accounts in English, Chinese, 
German, Russian, and French. He 
has also built a radio station, 
launched a municipal orchestra, 
done exhibition work, and been 
Boy Scout Commissioner § in 
Shanghai for 15 years! 


* . * 


Work hard, play hard, is 
supposed to be part of the Ameri- 
can way of life. It certainly applies 
to Arthur C. Nielsen, head of what 
claims to be the sone) eet 
marketing organisation, Niel- 
sen is not always thinicing of tele- 
vision audiences, Audimeters, and 
such like. Sometimes he thinks of 
tennis and squash. And to very 
good purpose. In 1946 and 1948 he 
and one of his sons—now an execu- 
tive in the Niclsen organisation— 
won the national father-and-son 
tennis championship; in 1946 the 
Nielsen team also won the father- 
and-son clay court championship, 
and in the same year he and his 
daughter won the national father- 
and-daughter tennis championship. 
My own private research organisa- 
tiem tells me thet this Is compare- 
tively rare! 


* ADVERTISING MANAGER’S CORNER dt 


whickywhamsy, 


THE FIRRM WI’ 


Genuine Harris 


Frae Cockieleekie tae Haggistoun, a’ the world 
kens a genuine Harris job. Even a puir Sassenach 
wull tell ye that ye canna beat the Auld Firrm when 
it comes tae ideas wi’ rreal point o’ sale appeal. It 
doesna matter whether ye want a display that dreeps 
wi’ dignity and reeks o’ respectability, or if ye prefer 
something freevolous in the way o’ a light-heartit 
tupmatiddlie, 
gewgaw, Harrrris is the mon! 


distinctive showcards, clever cut-outs by 


HARRIS 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel; REG 3295-4 


johnny - go - leery 
Och aye! 


EXPEERIENCE 


Paints women 
‘distorted and 


depressed’ 


NV OW at the Beaux Arts Gallery 
is a six weeks’ exhibition of 
er ag by 38-year-old St. i 
Ae director 
Ealing’ Studios. w , A, 
painted over the he three, years, 
are, he tells me, “mostly dis- 
torted and depressed women sitting 
sg 
Woods joined Ealing Studios 

in ar after being invalided out 
of the Army. He did the letter- 
ing and typostaph of the “Homes 
and Gar avilion at the 
South Bank Exhibition, and the 
stock poster headings used by 
Covent Garden Opera House and 
Sadlers Wells Theatre were de- 
signed by him. A Fellow of the 
Society of Industrial Artists, he has 
in his time been film critic, press 
agent, designer and journalist. As 
a poe is self taught. 

ineteen-fifty-four is proving a 
full ycar for him. He has dealt 
with the posters and advertising of 
four of Sir Michael Balcon’s new 
films, his wife has had a new baby, 
and he is writing a book on the 
work of John Piper, to be published 
next year by Faber. 


* * * 
Tree generations of newspaper 
experience lie behind W, rey 


Smith, new president of the News- 
r Society. Grandson’ of 
illiam Smith, co-founder of the 
Evesham Journal and Four Shires 
Advertiser in 1860, he is managin 
director since 1947 of W. & H. 
Smith Ltd. (no connection with the 
bookshops!). He has been hon. 
secretary of the Three Shires News- 
paper Society from 1941 to 1953, a 
member of the Newspaper Society 
Council since 1947, and a member 
of the labour committee since 1947. 
Mr. Smith is married, with two 
daughters, and lives on _ Bredon 
Hill. He has been associated in 
an official capacity with rugby clubs 
in the district for 25 years. His 
other hobbies are tennis, 
and motor racing. 


Joining the 
ministry 

IF THE church must advertise, as 
we are constantly told, what better 
than a minister who has been an 
advertis 
ing man? 
One such is 
Norman E. 
Jones, who, 
after about 
25 years in 
advertising, is 
to become the 
minister of 
the Congrega- 
tional Church 
in Billings- 
hurst, Sussex. 

Starting as 
an assistant 


f 
Stewart & Ardern Lid. in 1928, 
Mr. Jones later joined Godbolds 
Ltd. in 1937. After returning to 
them at the end of the war, 
went to Smee'’s Advertising Ltd. 
1947. He became a diploma in 
ber of the Advertising Association 
in 1937 and served on the executive 
committee of the S.D.M.A.A. from 
1947-50. He also passed the 
examination for associate member- 
ship of the Institute of Incorporated 
Practitioners in Advertisi and 
thus became one of the earliest to 
hold both qualifications. 


Alec Guinness, who has the role of 


the cardinal in “The Prisoner,” 
talks to John W. Tate, managing 
director, Arks Ltd., Dublin, during 
the world premiere of the play & 
Dublin. r. Guinness ml © 

on the creative staff of A hy 


* * * 
LADEN with advertising qualifi- 


cations, S. P. Guha, at present 
London representative of Phoenix 
Adver- 
tising, of Cal- 
cutta, is go- 


ing home in 
June to join 
one of India’s 

leading agen- 
a cies, Everest 


executive and 
research of- 
ficer. 

Mr. Guha, 
who is 31, 
is a B.Com. 
and an M.A., 

ctical ex- 


and Benson's in London. 
=~ he studied typography and lay- 
out at the London School of Print- 
ing and Graphic Arts; took a 
cial course in statistics, market 
a. and survey techniques at 
+ Polytechnic; graduated 
Ht Incorporated Sales Man- 
ers’ Association; and is a fellow 
the Royal Statistical Society. 


* * * 


It was a remarkable sequence of 
events which was unfolded during 
the Spice of Life feature televised last 
Saturday. Protagonists were that 
re veteran Bransby Williams and 
. E. Roberts (managing director of 
London and Sheffield Pubiishing 
Co., Ltd., and Ceramic Digest Ltd.). 
It began when Mr. Roberts first 
saw Bransby Williams at a North 
Wales theatre in 1925. Later 
Bransby gave Mr. Roberts's wife 
away at their wedding, and their 


first-born was christened John 
Bransby. 

Contact 
WEEKS WISECRACK 


“~ 


“The chocolate war may 
be hotting up, Miss Wap- 
shott, but our coffee is 
still lukewarm.” 
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taking it to the housewives... 


It’s important to remind the housewife of your product during her shopping 
expeditions. You can’t do it by sending your 

salesmen into the streets, but you can do it, most effectively, by means 

of posters on David Allen Sites. 


¢¢ 


Strategically placed, between residential and /X| secs 


shopping centres, throughout many of the *K 

important industrial and agricultural areas, ; 

David Allen Sites ensure that your message ip weld Sy 

is seen by people with money to spend, housewife throughout 

at the time when they are about to spend it. ee : ee 
North Wales, , 

Northern Ireland and Eire. 


DAVID ALLENS 


David Allen & Sons Ltd., 7, Buckingham Palace Gardens, London S.W.1. 
Telephone: SLOane 0711. Telegrams: Advancement Sowest London. 
Area Offices in Glasgow, Edinburgh, Newcastle upon Tyne, Liverpool, Belfast, Dublin. 
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Publications News and Notes 


“Welcome Home” 
issues planned 


The Mail is to publish a 
“Welcome Home” sou 

venir on May 14—the day before 
the Queen returns to Britain. It 
will sell at is. 6d. Printed in 
vure it will contain over 
selected h 

It will 


measure 16 in. by 114 in., and the 
cover and many inside will 
be reproduced in " colours. This 
publication mM will pogguaenty 
announced a. Dall Mail and 
advertised in 0 provincial 


The Times will publish am yon | 
on May 17 a pictorial record 
the Royal Tour. Printed on ae 
paper, this bated panaees will 

of the Royal 


* oy * 


Geen vies 
appears on May 19 will record in a 


onadal illustrated section the re- 
turn the Queen to this country 
four days previously. The printing 
of the magazine will be “held” so 
far as this section is concerned. The 


l have a minimum printing 
wpecial Bi print colours are 
used in magazine to 
ical shades in 


page ¥ 
15 to £325 four-colour. 
will be published i 


@ minimum pri 
increase of per cent in three 
years. 


No butterflys, nor as 
short-lived ; but our name 


for nearly 10,000 civil servants of the Admiralty who came to 
Bath in 1939. £2 million a year comes to Bath via the 
Admiralty, or £25 a week for every shop in the city. And 
this is on top of the prosperous agricultural, commercial, 
éndustrial and leisured community that makes the Bath area 
such a rich market for every kind of product. This market 

is easily reached. The Bath Chronicle at 9/- P.S.1. gives a 


complete ** 


blanket " coverage. It is the only evening paper 


printed in Somerset, and its 34,000 daily sale provides 14 
copies for every house in the city, as well as a healthy 


Get full details from 
The Advertisement Manager, 134 Fleet Street, London E.C.4. Central 2767. 


Glovers 


This 

poster (black, green and yellow) 
will shortly be used throughout the 
country. Extensive press advertis- 


ing in London and provincial even- 
ing papers has already introduced 
the Motor Cycling girl. 


* ot * 


The enlarged May 19 issue of 
The Motor will be <ntitled } British 


brate its centenary on May 6. 
May 8 a centenary supplement will 
ve = treme with the ordinary 


* 

The African & Colonial Press 
Agency Ltd. are publishing in 
Nairobi, Kenya, a monthly maga- 
zine, Trade and Industry, which 
they claim is the first East African 
magazine to cater for all aspects of 
commerce, Circulation is ex 
to reach 3,000 by the end of the 
first year. 


Monthly for bowlers 


British Lawn Tennis Ltd. are the 
publishers of a new monthly maga- 
zine, British Bowls, price Is. 3d. 
First (May) issue is pages plus 
covers, of which some seven carry 
advertisements for bowling-green 
contractors, beer, clothing, coach- 
ing companies and others. Colour 
is confined to the outside cover. 
Initial print order, 15,000; page 
rate, £30; size 84 in. x 11 in. 
Editor is Walter J. Guiver, for nine 

English 


ears «secretary 
Bowling eer 


The i *s is_ publi 
s “British 
number on May — 

ok Bo 

Four Temple Press ssontities are 
to ca B.1.F. features. The May 
issue of Plastics will be a combined 
B.1.P. and Export number, with an 
introduction the President of 
the Board of Trade. etals 
for May will include a B.I.F. 
section reviewing recent develop- 
ments in light metals and alloys. 
A colour feature in the Overseas 

will feature some of the 

new machines end met used in 

production processes. A four-page 

preview of some of the small craft 

on show at the B.LF. = 
tained in the May issue 

Y Temes 


Motor 
Press are taking a stand at the 
ich section. 


bition will be held at Olympia next 
— from July 5-16. It will be the 
oegest ever international 

to 


Leamington Spa —_~—~ 
highways committee has 
the offer of Elton illuminated ¢ 
Maps Co. for 50 litter bins ah 
advertising rights. 

* * * 

The Norwegian Women’s 
National Council, _ representing 
400,000 women, has sharply critic. 
ised the increased use of * = 
pictures in adve and in 
editorial columns newspapers 
and magazines. 

AK ok * 

There will be 110 exhibitors at 
the Grocers’ Exhibition which is to 
be held at Belle Vue, Manchester, 
from May 4 to May 15. 

* * * 

Power Farmer is organising a 
2nd Irish Power Farming Confer- 
ence at the Four Provinces House, 
Dublin on October 13 and 14, 
Sessions will be devoted to subjects 
of interest to Irish farmers and 
agricultural engineers. 


Called to the bar 


The new decorations of the White 
Swan in Tudor Street, London, will 
include first copies of national 
newspapers, reports of famous 
trials and replicas of legal regalia. 

a ok oe 
S. Crawford | ie. dart team 
beat Foote, Cone and Belding Ltd. 
ca * * 
eatin Sun | 2 a new 


y = wife of the 

vening ~y Eric Hiscock, is 

suas given its world premiére at 

) Arts Theatre t, Thurs 
y. 


The Gas il’s challenge 
trophy for the best paper read at 
a Gas Salesmen’s Circle d 


1953 has been awarded to H. 
the T 
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THE LONDON OFFICE OF 


Stowe « Bowden 


LimMiTeéo 
4, 7 Z CS, * 


moves on May 3rd to larger premises 
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MANCHESTER : ; Parsonage. NEWCASTLE-UPON-TYNE: Claremont Road. PARIS: 43 Avenue de Wagram, Paris 17® 
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ewe litt 
the 


iron 


curtain 


Millington Publications, Ltd., is devoting 
itself to supporting Sir Winston's view that 
** the more the two great divisions of the 
world mingle in the healthy and fertile 
activities of commerce, the greater is the 
counterpoise to purely military calculations.” 


The Chairman invites applications from 
first-class space selling experts with both 
energy and experience, who are 
determined to progress by their own 
efforts in a completely new field where 
the sky is the limit, Apply in writing to 
F. C. Millington, 15, Southwick Street, 
Hyde Park, London, W.2, giving past 
experience and salary required. All 
applications will be treated in strictest 
confidence. Local representatives 

also wanted for Birmingham, Glasgow, 
Manchester, Sheffield. 


J¥( illington Publications, Ltd., take pleasure in announcing 
that they have accepted the appointment to act as official 
space selling agents for the following U.S.S.R. technical and 
trade magazines: 


AGRICULTURAL MACHINERY 
AUTOMOBILE AND TRACTOR INDUSTRY 
BUILDING INDUSTRY 

BUTTER AND FATS INDUSTRY 
CHEMICAL INDUSTRY 

COAL 

DAIRY INDUSTRY 

ELECTRICITY 

ELECTRIC POWER STATIONS 
ENGINEERING JOURNAL 

FISHING ECONOMY 

FOREIGN TRADE 

FOUNDRY PRODUCTION 

GLASS AND CERAMICS 

JOURNAL OF COMMUNICATIONS 
LIGHT INDUSTRY 

MACHINE TOOLS AND CUTTING TOOLS 
MEAT INDUSTRY OF THE U.S.S.R. 
MECHANISATION OF LABOUR-CONSUMING PROCESSES 
OIL INDUSTRY 

PAPER INDUSTRY 

PRINTING INDUSTRY 

REFRIGERATION ENGINEERING 

SEA AND RIVER FLEET 

SOVIET TRADE 

SUGAR INDUSTRY 

TEXTILE INDUSTRY 

TIMBER INDUSTRY 

WOOD REWORKING AND TIMBER CHEMICAL INDUSTRY 


Rates for space and full information about the various journals can 
be obtained from: Millington Publications, Ltd., 15, Southwick 
Street, Hyde Park, London, W.2. Telephone: PADdington 2607-8-9 
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Bloxham get Austin Reed account 


a ees} 


Housewives can now hang Air- 
Wick on the kitchen wall. It is 
being marketed with a new label 
and a plastic hanger. A new outer 
roduced. The 
alter Thompson 
“These changes 
in packaging not only give Air- 
Wick a more modern dress but 
make it a more attractive article 
to have in the home.” 


, Ltd., state: 


Kellogg sponsor TV 


show on Luxembourg 


The Kellogg Co. of Great 
Britain are to sponsor ““What's my 
line?"" on Radio Luxembourg. The 
panel will be almost identical with 
the B.B.C. version—Barbara Kelly, 
Isobel Barnett, David Nixon, with 
the addition of Richard ‘Atten- 
Serene>. Peter Martyn will be in 
the cha 

The shew will be produced by 
Peter Wilson, head of the J. Walter 

pson Co., Lid., radio depart- 
ment. It will run throughout the 
summer and possibly be continued 
through the winter as well. The 
first programme will be on Sunday 
evening. 


Selling Irish linen 


to June brides 


Irish Linen Guild will be running 
a special promotion for brides in 
June. Heavy press advertising will 
use the copy line: “Happy Bride 
—she found even on a budget they 
could afford these lovely Irish 


Linens.” 

Whole pages in colour have been 
booked for the June issues of 
Woman's Own, Good Housekeep- 
ing, Housewife and Homes and 
Gardens. Black and white spaces 
have been taken in other popular 
women’s magazines, together with 
double-page spreads in the trade 
press. Press Led. 
are the agents. 


Ibbetson launch 


air purifier 

A_new addition to the wick air- 

ifier market is Airzone, which 
is being launched Ibbetson, 
makers of  Ibcol, ilavy and 
Miraglo. 

Large spaces are being booked in 
the national press by the agents, 
Erwin Wasey & Co., Ltd. 


Austin Reed Ltd. have 
appointed Cliflord Bloxham and 
Partners Lid. to handle their ad- 
vertising. The take-over date 
is September 1. 


The appointment was made 
last Friday and a meeting took 
place yesterday (Wednesday) to 
discuss campaign plans. 

The account has been with 
F. C. Pritchard, Wood and Part- 
ners Ltd. for well over 20 years. 


S. Maw account for 


Greenlys 


S. Maw Son & Son Ltd., 
chemists’ sundriesmen, have 
pointed Lid. to ha 
their advertising as from May 1. 

Initial plans include con- 
tinuation of the current consumer 
campaign in national women's 
journals for Maw’s anticolic teats 
and dinky feeders and the advertis- 
ing of ethical products in 
journals. 


Eight colour pages 


* 
in trade press 
A large trade press campaign, be- 
— to a unique in the cycle 
breaks this week-end for 
Pri ane Ltd. of Smeth- 
= 
mag ‘in full colour have 
booked by their agents, 
Hoffman & Co. (A », 
in Motor Cycle and Cycle 
r and National Journal. 
They include the centre spreads 
in both papers. 

The advertisements herald the 
consumer campaign in which five 
half-pages will be taken in 
national daily newspapers on 

They will 

ily Express, 

Daily Mail, Daily Herald, Daily 
Mirror and News Chronicle. 

Other large spaces will follow in 
the Sunday and provincial news- 
papers. 


Britvic advertising 


In the April 15 issue of Apver- 
TISER'’S WEEKLY it was announced 
that the Britvic account was moving 
to the Winter Thomas Co., 
but Britvic vending machine adver- 
tising would remain with the 
Robert Freeman Co., Ltd. Britvic 
Ltd. now state that they have 
ge the whole of their advertis- 

with the Winter Thomas Co, 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


AUSTIN REED LTD. for Clifford 
Bloxham & Partners Ltd., from 
September |. 


AIRZO wick air-purifier, for 
Erwin asey & Co. Ltd. 
Launching campaign using large 
spaces national and trade press. 


S. MAW SON & SON LTD. for 
Greenlys Lid. Using women’s 
magazines and trade press. 


OXHYCARBON co., LTD., 
makers of oxy-acetylene welding 
and cutting plant (technical press) 

Pumps Ltd., makers of 
mobile and stationary compres- 
sors, and Stelcon (Industrial 
Floors) Ltd. for Goddard Watts 
Ltd. The latter account is in 
addition to the storage wall ad- 
vertising which the agency have 
hand for some time. 


BRITISH SCHERING LTD. for 
Robert Brandon & Partners Ltd. 
Using medical press and direct 
mail to medical profession. 


SHELL EASING OIL for Mather 
& Crowther Ltd. Launchi 
campaign using trade press 
Practical Mechanics. 


WINSSER SIGNS for 


Colman, 
Prentis & Varley Ltd. Extensive 
campaign in preparation, 


CHERRY, a relations account 
for Betty Rodway. 


The Chy ‘Shoe Company tor 
‘ or 
Gordon & Gotch Advertising Ltd. 
M. SAPER LTD., sweet manufac- 
turers, and Wates Ltd., builders, 
public relations accounts for Sam- 
son Clark & Co. 


Campaigns 
PHILLIPS CYCLES, using cight 


pages in full colour in two trade 
Papers, half-pages in five national 


om and large spaces in Sun- 
and - 


(Westinan Co. 


Newspapers 
(Advertising) 


CELANESE DE LUXE TRICOT 
using national press, provincial 
Newspapers, women's magazines 
re trade press (G. S. Royds 

). 


Esquire and trade press (Stowe 
=| Bowden Ltd.). 


HANDIOY hand cleanser, 
women's weekly and 


ines, Radio Times 
trade press (Sells Ltd.). 
SINGER SEWING MACHINES, 
using national dailies and colour 


: in national 
(Wilkes Bros. & (te Ltd.). 


LADDIES SPORTSWEA using 
large spaces in nationa —~ 
papers, women's magazines 
trade press (Samson Clark wy | 
Co., Ltd.). 


IRISH LINEN GUILD, 


women's magazines and 


trade 
- for special promotion for 
iu (London Press Exchange 


ZENITH CARBURETTER CO., 
LTD., using full pages in motor- 
ing and motor sport magazines 
and trade papers (G. Street & 
Co., Ltd.). 


KELLOGG’S CORNFLAKES, 
bourg (the J 
Co., Lid.). 


LUNDIE’S PLANT FOOD TAB- 
ae es a ge A ee 
Druga t (Cc, i Lytle Advertising 


BIRMINGHAM  ANTI-LITTER 
— using large es 
rmin, m Ltd 
Toon & Heath Lid. wer 
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Advertising 
made her 
laugh 


When John Gard- 
ner(London) Ltd. 

established Brit- 

ain's biggest self- 
service food store 

in Sutton they looked about for 
an advertising agency. Digby 
Wills’ outlined an economical 
publicity campaign, based on 
their own analysis of local 
housewives’ buying habits, and 
Gardner's entrusted them with 
the work. 

Bold, factual advertisements 
in the local press told Sutton 
exactly what Gardner's offered. 
Generous editorial mentions 
added weight to the campaign. 
Stars like Ben Lyon and the 
Attenboroughs were used to 
attract custom during the open- 
ing week. As the photograph 
shows, the result was a store- 
manager's dream. 


Shopping brought a 
frown to the face of 
this Sutton howuse- 
wife until Digby 
Wills’ advertising 
porcundes her to try 

jardner’s easy-to- 
use store. Later, 
asked for her views, 
she laughed, ‘I 
think I'm going to 
like shopping now!" 


Digby Wills told Sutton about 
Gardner's and Sutton invaded the 
store. ‘Your advertising’s too good!" 
joked Bryan Gardner as the surge of 
customers carried him out of sight 


During following weeks, in- 
terest was maintained by direct 
mail.Colour brochures recapping 
the store's main features, plus 
voucher coupons— keyed to re- 
vea! areas of highest response — 
were posted to thousands of 
Sutton housewives. Britain's 
biggest self-service food store is 
now well and truly launched. 

Digby Wills offers you this 
same lively and logical ye 
to advertising. If you're 
for increased sales we cnmat ae to 
meet to discuss business. 

Argo ragje nd television 

v4 “6 chewing gum 
Brotherton ‘basic chemicals 
John Gardner industrial catering 
Harkers veterinary remedies 
Hormoneza animal food 
Kenya Coffee 
Olympia typewriters 
Pasegp handknitters 
by Group 
Petalon ¥. . ricated butldings 
ve Lemon Juice 
UCP. crop protection 


Digby Wills Ltd 


for shrewd 
fresh advertising 
113 High Holborn. WCJ CHA @1! 
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@ Continued from page 195 


Gammans tells of 
‘back-log of ads’ 


“advertising must be a bad thing 

because somebody had to pay 

for it.” ow fp created new 

markets and actually reduced the 

rice of many things that we all 
to buy. 

Some people might ask: “You 
have made out a formidable case 
for commercial TV. Why do 
you have to bring in a Tele- 
vision Authority to sit on it and 
. it to death?” But, after 
all, commercial television was 
an experiment, and this em- 
pirical way of tackling it was 
the typically British way. He did 
not think anyone would have to 
worry about the rules unless it 
was proposed to transgress them. 


‘Nobody will be affected’ 

On the subject of rival media, 
Mr. Gammans said he had been 
told by the president of the In- 
stitute of Incorporated Practi- 
tioners in Advertising that there 
was a big backlog of advertising 
for which space could not be 
found in newspapers. 

Between £150 million and £200 
million was spent on advertis- 
ing in a year and the percentage 
spent on advertising in relation 
to turnover was less than before 


the war. If that were true, the 
comparatively modest sum re- 
wired to finance commercial TV 

id not look as if it were going 
to affect anybody. 

“I hope that if the press pours 
cold water on commercial TV, 
it won't at the same time write 
leading articles on the virtue of 
competition!” he said. 

Finally, Mr. Gammans said 
that advertisers would want to 
know people’s reactions to a par- 
ticular rogramme, and _ he 
thought that this was one of the 
things that the A.B.C. would do. 

The luncheon was presided 
over by John Coope (Daily 
Mirror), chairman of the A.B.C. 
council, who said that during the 
past year the Bureau 
acquired 69 new advertiser mem- 
bers, 55 agency members, and 
24 publications, bringing the 
total membership to 999. He 
paid a warm tribute to the secre- 
tary, G. S. M. Brand, and his 
assistant, Mrs. Madge. 

At the conclusion, Mr. Coope 
was congratulated on the “tre- 
mendous success” of the Bureau 
under his chairmanship by E. J. 
Robertson (chairman, ver- 


brook Newspapers). 


‘Model for taste’ 


every 
blin, have 
the 


NO CHANGE AT 
MORISONS 


There is no change in per- 
sonnel in the new company of 
Morisons Press Advertising Ser- 
vice Lid., and Ellis F. Hopper, 
who has been managing director 
of the a for many years, 
is still on the board of directors. 


Hulton will move 
to Fleet Street 


Hulton Press Ltd. are to move 
into Fleet Street. They will rent a 
building shortly to be erected on 
the site occupied by Anderton’s 
Hotel until it was pulled down in 
1939. It will be a seven story 
building with a floor space of some 
70,000 sq. ft. 


Aprit 29, 1954 


Window displays 
in America 
and Germany 


_ The objects of window displays 
in America and Britain are to 
a certain extent totally different, 
Jay Dick, display manager of 
Richard Shops Ltd., told a meet- 
ing of the British Display Asso- 
ciation. 

The British display is designed 
to sell goods, he said, while most 
of the displays in U.S.A. are 
promotions—usually of a fashion 
or of the shop itself. Most of 
their displays feature very few 
of the goods for sale, but lighting 
and background effects are often 
more spectacular than ours. 


Specialists 


He stressed that display staffs 
are far larger in American chain 
stores, and most of the display- 
men are specialists in one par- 
ticular sphere. 

In a talk on his recent visit 
to Germany, E. Mason, promo- 
tion manager of W. Rowntree 
& Sons (Scarborough) Ltd., said 
he found German displays neat 
and immaculate. He thought that 
we could learn a lot from the 
architecture of their windows 
and from their use of lighting, 
especially the effective arrange- 
ments of batteries of neon tubes. 


3 


=— 
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Many of the most striking 
advertising and industrial films 


you have 


MODERN WAYS TO MORE SALES 


seen 
were planned by 


EMPIRE FILM PRODUCTIONS 
ASK FOR FURTHER PARTICULARS 


and heard 


Many of the familiar Illuminated 
displays and signs that catch 
your eye at the point-of-sale 


were designed by 
HERVEY & GOODMAN LTD. 
Send for illustrated leaflet in full colours 


THE ADDRESS OF BOTH COMPANIES IS:— 
RADNOR HOUSE, 93/97 REGENT STREET, W.I. 


SSS 


Telephone: MAYfair 9901 
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© Continued from page 195 


More extracts from 
Kemsley survey 


cent, Daily Herald 10 per cent, 
News Chronicle 6 per cent. 

“Duplication results also follow 
a broadly similar pattern to those 
for the whole of the North of 
England. Solus readershi 
figures show the Daily Dispatc 
leading with 73 per cent of its 
readers in Lancashire and Ches- 
hire reading no other morning 
paper. The solus_ readership 
results for the six leading papers 
in this area are: Daily Dispatch 
73 per cent, Daily Herald 72 per 
cent, Daily Express 65 per cent, 
News Chronicle 64 per cent, 
Daily Mail 60 per cent, Daily 
Mirror 54 per cent. 

“The Empire News, Daily Dis- 
patch, and Manchester Evening 
Chronicle reach a mass 
readership, all showing a strong 

netration of the multiple- 
income families. In every case 
their percentage readership in 
households having three or more 
wage-earners rises above their 
percentage in the area. 

“Forty-seven per cent of the 
Sunday Chronicle readership 
comes from the A.B.C. classes, 
which comprise only about 30 
per cent of the population. Al- 
though the Evening Chronicle has 
only 30 per cent of the reader- 
ship in the Manchester areas, as 
against the 40 per cent of the 
Evening News, it has a very 
strong grip of the under 25's.” 

The survey was carried out by 
the research department of 
Mather & Crowther Ltd., under 


the direction of Graeme Cranch. 
Fieldwork was conducted by 63 
investigators on the field staff of 
Sales Research Services, under 
the control of William Coglan. 
Reading was defined as the “con- 
scious looking through or reading 
of more than one page of the 
specified issue of a paper.” This 
means that informants were 
limited to persons with a reason- 
able chance of having read edi- 
torial and/or advertisements. 


International PR 
talks 


A mesies of the committee 
of public relations officers which 
has been discussing the forma- 
tion of an International Public 
Relations Association is to be 


held in London to-morrow 
(Friday). 

Those attending will include: 
U.S.A., Richard Hall, Washing- 
ton, representing the Public 
Relations Society of America; 


Holland, J. A. Seongets (Royal 
Dutch Shell) and R. J. Vogels 
(K.L.M.); France, Jean Chop- 
pin de Janvry (Esso) and Etienne 
Bloch (Pechiney); Norway, Odd 
Medboe (Scandinavian Air Ser- 
vices); and Great Britain, T. Fife 
Clark (H.M. Government) and 
Roger Wimbush (Ford). 

Members of the commit- 
tee will go onto Stratford-on- 
Avon for the week-end confer- 
ence of the Institute of Public 
Relations. 


Measuring arguments in advance 


Methods by which an industry 
interested in creating favourable 
public opinion for itself could 
measure in advance the likely 
effects of various lines of argu- 
ment were described at Asbury 
Park, New Jersey, last Friday 
by Harry Henry, a director of 
Market Information Services 
Ltd. 

He read a paper on “Some 
techniques for simulating 3 actu- 
ality in opinion enquiries” to 
the joint conference of the 
American Association for Pub- 
lic Opinion Research and the 
World Association for Public 
Opinion Research. 


Subjects with reality 

Mr. Henry pointed out that 
there was little value in asking 
the public their opinions on a 
subject unless the subject had 
some reality for them. 

In the commercial and politi- 
cal fields, he said, the views 
which people expressed in the 
abstract might be very different 
from what they would think 
when the subject had been made 
a live issue by press campaigns 
or public controversy. 

Tak “s, as his exam the 
subject of advertising, w ich, in 


Britain, is under continual fire, 
he showed how the answers to 
a set of standard opinion 
questions about its desirability 
could be varied by discussing 
the facts of the case before ask- 
<= opinions. 
oreover, if the “facts of the 
case” dwelt on the arguments 
used by the defenders of adver- 
tising rather than on those of 
its opponents, the variations were 
greater still, though not always 
in the expected directions. 
arguments currently be- 
ing used in defence of advertis- 
ing, he said, apparently succeed 
in — across to the general 
blic the belief that a variety 
of branded goods is desirable. 
But this belief does not seem 
to carry with it any particular 
belief in the virtues deine 
ing as such. 


CLIENT BEATS AGENT 


The combined Dorland-Arm- 
strong Warden football team, War- 
land, were beaten by Carters of 
Coleford on Saturday, 6-2. The 
— was for a cup presented by 

rland’s, who are the agents for 
Carters. After 
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APPOINTMENTS WANTED, 3s. per tine, 35s. 


~ ~ee—p—- 4, Eh -- 
charge, one line plus 94 
advertisements 


per ‘display ‘panei tach. 
covering ete. 


panel inch. All other 
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ander seven insertions MUST BE PREPAID. ‘Address 7 


Week! 


Situations Vacant: 


y,"’ 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


“The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Cane S a quan & 5 tae cond SS tate ot semen te ES lame 


be of she, or the 


bs from 
Notification of Vacancies Order 1952.” 


ot the 


RETOUCHING 
and 
STILL LIFE ARTISTS 


wanted for steadily expanding studios. 
Secure, well-paid positions. 


Superannuation Scheme 
Write or telephone for appointment with Art Director 


STUDIO IRWIN LIMITED 
Irwin House, 11 Gough Square, EC.4 * 


City 2171-3 


VOUCHER - CLERK 
required by busy West End Agency. 
Age 25/35. Must be prepared to take 


responsibility in a steadily expanding 
Department. Excellent opportunity for 
right applicant. Write, 
experience 


FIRST-CLASS STILL, LIFE and 
artist with ideas required for Show- 
cards and Cutouts by N. London 
Colour Primers. week, 
canteen and pension scheme. 

Rox 7345 Ad. Weekly 180 Pleet St BC4 

EXPERIENCED RETOUCHERS — re- 
quired for black and white and colour 
work. First class work with a great 
variety of subjects, 40-hour week, con- 
genial working conditions highest 
wages for top class men. Write full 
particulars 
Box 7302 Ad. Weekly 180 Fleet St BOS 

ARTISTS. Expericnced first-class letter- 
ing/layout artists required 3 Central 
London Studio 
Box 7303 Ad. ‘Weekly 180 Pleet St BOS 


Pive-day 


YOUNG MAN wo take charge of Print 
Buying for medium-sized agency, Must 
have practical knowledge of all priming 
processes Apply giving full details 
and salary required to 
Box 7409 Ad. Weekly 180 Fleet Si BC4 

DRAUGHTSMAN /ARTIST. Excellent 
prospects for young draughtsman/artist 
in carly 20s, to specialise in drawings 
for scientific and medical research 
journals, text books, etc. Lettering an 
advantage but not essential, Write, 
niving full details, t© T. P, Collings 
& Co., 22 Chenies Street, W.C.1. 
(MUS 8434.) 

EXPERIENCED ALL-ROUND ARTIST 
(military service completed) for Man- 
chester Advertising Agency 
Box 7405 Ad, Weekly 180 Fleet St BOS 

PRODUCTION ASSISTANT = required, 
with knowledge of block ordering and 
general press detail, Apply in writing, 
giving particulars of experience and 
salary required to the Personne! Direc- 
tor, John Haddon & Co., Lid, Il 
Salisbury Square, E.CA4, of 
CENtral 8156, 


an agreed policy framework, 


member. 


granted. 


service. 
can be de 
of the director. 


954, w which 
end of July. 


SHILPI LTD., Advertising Consultants of Bombay 
invite applications for the post of 
OPERATING DIRECTOR 


Shilpi Lid. is an advertising agency which also gives service w clients on 

ral marketing and product development problems. The job of the 
ppoinument, will be © manage, within 
all the work of the agency from the maintenance 
of clien relationships to the completion of advertising and other services. 
The successful applicant, who could be cither a man or a woman, would be 
offered a seat on the Board of which he would be the only full4ime working 
The job demands general experience of modern advertising vechniques 
and contemporary design and preferably particular experience in some creative 
branch of advertising. Applicanu should also have experience in a managerial 
role in cither an advertising agency or in the advertising deparwmen of a 
large company marketing multiple products, preferably in the consumer field. 

A starting salary of Rs3,250 per month (1 Rupee « Is. 
(£3,000 p.a.) for an age range of 31-38, 
running, would be previded. Overseas leave at the rate of 44 days per year 
(inclading travelling) and leave (non-<cumulative) at 11 days per year will be 
Passages for the director and family (up i two children) a either 
tourist air fares or equivalent first-class boat fares will be provided on first 
appointment and return passages at similar rates once in every three years of 
The length a each tour of duty and the frequency of overseas leave 
termined in accordance with the needs 


rating Director, which is a new a 


Upon first appotetment an allowance of purchase 
of clothing and baggage and of Rs750 to assist in settling in Bombay will be 
id. Further information about the post may be obtained from the Tavistock 
netitute of Human Relations, 2 Beaumont Street, London, W.1. 
should be addressed to the Chairman, Shilpi Led. 


Road, Fort, Bombay 1, India. They should reach India not later than 
Monday, 24th May, 1954, and earlier if possibile. All applications and 
enquiries will be treated in strict confidence, 


it is proposed to hold a selection procedure in London 
September 1 applicants 


64.) is offered 
A car, with an allowance for agency 


of the job and the wishes 
£50 w asset in the 


Applications 
Shahibag House, Wiuet 


in the second half 
may expen tw be invited by the 
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RETOUCHER 


required 
Capable artist fully experienced in 
all types of retouching with 


emphasis on mechanical subjects. 
Good conditions. Five-day week. 
Write or ‘phone: 
BATESON & STOTT 


45 St. Paul’s Churchyard, E.C4. 
CENtral 2664 


CLASSIFIED ADVERTISEMENTS 


Aprit 29, 1954 


APPOINTMENTS VACANT 


COPY DETAIL CLERK 


required by Leading West End Agency's 


Situations Vacant: “The engagement of persons answering these adverticements must 
be made through a Local Office of the Mini try of Labour or a Scheduled yment 
Agency if the applicant ls a mum aged 18-64 includve or womm aged 18-59 inclusiw 
unless he of she, or the ployment, is D from the 
Notification of Vacancies Order 1952.” 


LONDON PUBLISHING FIRM require 
young man (21-25) with basic training 
in enginecring drawing, imeresied in 
developing career with team working 
on advanced technical illustrations from 
blueprinis. 

Box 7407 Ad, Weekly 180 Fleet St BC4 


Well-known firm of Showcard Mounters 
require 


ASSISTANT T0 WORKS MANAGER 
(Staff Appointment) 
some knowledge of trade essential. Age 


about 35. Write giving age, experience, 
oc., tor 


Box 7364 
Advertiser's Weekly 180 Fleet St EC4 


DIRECTORSHIP AVAILABLE, in mali 
London advertising agency, Ww young 
man with good executive experience. 
Nominal investment only, Write in 


Chartered Accountants, 29 Conduit 


Sweet, London, W.!, 


confidence w Calverley and Calveriey, | 


Media Planner 


required by well-known London Advertising Agency. 
Experience is essential of selecting press and 

other media and of assessing comparative values 
statistically and otherwise. This is a responsible senior 
post with good prospects of development. 


Box 7400 Advertiser's Weekly 180 Fleet St EC4 


(Male or 

or by 
letter, Staff Manager, Alfred Pember- 
ton Liud., 93 Park Lane, W.1. 


ADVERTISING 
Copywriter/Visualiser required by London 
Technical Advertising Agency Ability to 
produce an original ides and create the 
essential link with first-class copy. Write, 
marking envelope “Confidential,” stating 
age, experience and salary required to: 


Box 7376 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT SPACE REPRE- 
SENTATIVES (cither sex) required for 
most areas. Good repeats. Excellent 
terms plus profit sharing bonuses. 
Apply Graham Cumming Lid., The 
Church Publishers, Ramsgate. 


ing type selections. 


CREATIVE 
TYPOGRAPHER 


WANTED 


Modern outlook . . . and with an 
instinct for enterprising letter forms 
in design for advertising. Must be 
able to produce finished layouts show- 


Telephone for an appointment 
GENERAL MANAGER'S OFFICE 
McCann-Erickson Advertising Ltd. 


BRETTENHAM HOUSE, W.C.2 
TEMPLE BAR 6600 


INTERTYPE OPERATOR 
British firm im East Africa. Initial pay 
and allowances total £75 per month. 
Passage out paid. Four year contract. 
Write with details of training and ex- 


required by 


perience, age, married state, ctc., wo 
Davis & Soper Ltd., 52 and 54 St. 
Mary Axe, London, E.C.3. 


REATIVE ERTISING ARTISTS LTD. 
8/9 East Harding Street, E.C.4 
City 8101/3 
Require thoroughly experienced 


RETOUCHER 


also an experienced 
LETTERING ARTIST 


to join a busy team working under 
excellent conditions. 


WRITE OR ‘PHONE FOR 
APPOINTMENT 


ARTIST DESIGNER (Lady) required by 
well-known old-established London firm 
of the highest standing. Not a4 
“fashion” business but applicant should 
be good at figures and floral designs. 
The position is permanent, progressive 
and offers wide scope. In first instance 
reply, giving in strict confidence full 
particulars of age, experience, salary 
required and an example of small size 
work not exceeding 5 in. x 4 in, which 
will be returned. Address: Secreiary, 
Box 7435 Ad, Weekly 180 Ficer St BC4 


PRODUCTION 
ASSISTANT 
WANTED 


Under 30, able to cope with 

really busy group of accounts 

without supervision. Permanent 

post in an expanding organisation. 
Paid holiday this year. 


Write or telephone to : 


TAYLOR 


ADVERTISING LTD. 
In d Practiti hy 


Advertising 


115 GOWER ST., W.C.1 
Telephone; EUSton 6033 


Production Dept. He must have previous 


of this advertisement). 

details of experience and salary required to: 
Box 7330 

Advertiser's Weekly 180 Fleet St EC4 


WELL-KNOWN AGENCY _ requires 
young man (National Service com- 
pleted) as assistant in Financial Adver- 
tising «= Department. Some agency 
experience preferable but not essen- 
tial, State age, experience, salary 
required, to 

Box 7413 Ad. Weekly 180 Fleet St EC4 


PRODUCTION- 
COPY DETAIL 
Good opportunity in large 
advertising department for keen 
young man or woman with 
previous experience of advertise- 
ment production, block order- 
ing, etc. Write in first instance, 
in confidence, to Staff Manager, 
HARRODS LTD., 5.W.1 
stating age, details of experience 

and salary required. 


GOOD PRODUCTION ASSISTANTS 
are scarce; so are good employers. 
Being among the best of the latter, 
we seck the best of the former, We 
can offer good working conditions, 
good prospects and two weeks paid 
holiday this year, but this offer is only 
open to first-class men with Agency 
experience who should write, stating 
age and salary required, to 
Box 7425 Ad, Weekly 180 Fleet St EC4 


KNOWLEDGE 
of 
LONDON 


would be extremely useful 
but not essential to fulfil 
the position we are offering 
to a keen and energetic 
man with smart appearance 
to obtain suitable sites for 
advertising purposes 


throughout London and 
suburbs. 


We offer a good salary 


and liberal commission. 


Write giving fullest details to: 


W. R. Churchill Limited 
18 Brixton Road, $.W.9 


’*Phone your Classifieds to CHA 8844 (Ex 25) 
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Apri 29, 1954 


APPOINTMENTS VACANT 


Production Man 
required by 
Leading West End Agency 


1 Gae fave © Deengh peanding & 
phases of producti and be p 
strong on Typography. Previous egency 


atioa. 


Scheme. 5-day week. (Our staff are aware 
of this edvertisement), Write giving full 
details of experience and salary required to: 


Box 7329 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHER, first class, technical and 
general. Studio experience essential. 
Box 7387 Ad. Weekly 180 Flee: St EC4 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


TRADE JOURNAL publishers in 
Mayfair district invite applications 
for the following vacancies: 

1. ae 

dvert U work. Some ex- 
perience ae Shorthand and typing 
an advantage. 

2. Shorthand/Typist (Pitman’s system), 
age 19-25. 

Hours 9.30-5.30, Seturday mornings by 
arrangement. 

Applicants should state age, adequate 
details of experience and give indication 
of salary expected, to: 

Box 7366 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST AND VISUALISER 
for. West End Agency. Write, stating 
age, experience and salary required, to 
Box 7415 Ad, Weekly 180 Fleet St BC4 


Leading engineering 
company requires 


Assistant to 
Publicity 
Manager 


This is a position offering 
scope to a lively young pro- 
duction man. He must have 
agency or advertising experi- 
ence, and a sound knowledge 
of print production, blocks, 
artwork. Some layout ability 
would be an advantage. Age 
25 to 28. A senior job fora 
go-ahead man. 


Technical 
Writer 


A young writer, who can put 
technical data into simple, 
terse, clear English, is wanted 
to work on engineering pub- 
lications, editorial publicity, 
house organ, etc. An inter- 
esting, varied job. 


Write giving details of experi- 
ence, capabilities, age, present 
job and salary required to: 
The Personnel Officer, 
WOODS OF COLCHESTER LTD., 
Braiswick Works, Colchester. 


STREETS ARE LOOKING FOR ANOTHER 


Experienced 
Typographer 


For an appointment write to the Chief Typographer 
G. Street & Co. Ltd, 110 Old Broad St, London EC2 


ADVERTISER'S WEEKLY 


SAMSON CLARKS 


have s vacancy for a fully ex- 
perienced, agency trained 


PRODUCTION 
MAN 


Write giving details of experience, 
age, salary required to: 
PRODUCTION MANAGER 

SAMSON CLARK & CO. LTD. 

57-61 Mortimer St., London, W.1 


ASSISTANT FOR PROGRESS DEPT. 


of busy West Find Agency, Must have 
knowledge of production and be a 
meticulous worker. Write age, experi- 
ence and salary required, 

Box 7388 Ad. Weckly 180 Pleet St BCS 


STUDIO 
MANAGER 


required immediately 


~ agri 2 expanding 
Tr. Must have creative 
ministrative ability, also 
agency experience. 
prospects. Please send particu- 
lars to: 
Box 7382 
Advertiser's Weekly 180 Fleet St EC4 


EVERETTS 
need 


a layout man with 
3 years or more agency 
experience 

A good standard 
of lettering and 

a sound knowledge 

of type 
are essentials 


Write or phone: 
The Studio Secretary, 
Everetts Advertising Ltd., 
10 Hertford Street, W.1 


GRO M77 


w. 


General 
distinct flair for 3-dimensional design. 
Must be able to prepare colour visuals 
and accurate’ working drawings for 
Displays, 
Design. Some knowledge of typo- 
graphy and production processes in 
print, plastic, wood and metal cssen- 
tial. 
for imaginative, keen and industrious 
man. In first instance send specimens, 
brief details of experience, to Miss P. 
ro" 33° Jubilee London, 


M. DE MAK) has vacancy for 
Assistant Designer with 


Exhibition and 


Industrial 


A permanent, interesting opening 


PRODUCTION 
MANAGER 


Young man with previous experience 
required for medium size London Agency. 
Sound knowledge of blockhmehi type 
setting end print essential Five day week. 
Write giving full detells of experience, 
salary expected, etc., to: 
Box 7429 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT MANAGER wanted 


for industrial publication with circula- 
thon of 300,000. Applications are in- 
vited from men of outstanding ability 
with first-class record of past successes. 
Write, stating age, experience and 
salury required to Managing Director, 
Box 7414 Ad, Weekly 180 Fleet St BOS 


CREATIVE 
TEAM MANAGER 


A vacancy occurs in a leading London agency 
for a fully experienced creative advertising 
man to manage a small section concentrating 


on women’s wear. 


The successful applicant will have a flair for 
fashion, and will be of proved ability in the 
creation of successful advertising in this field. 
A full knowledge of advertising processes and 
techniques is essential, as are the quality of 
leadership, a sense of responsibility and pride 
of craftsmanship. Salary for discussion. 


Write Box 7431 
Advertiser's Weekly 180 Fleet Street EC4 


Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT ff 


RAPIER ARTS LTD. 
require 6 
RETOUCHER 


Must be fully experienced in all 
types of retouching with particular 
emphasis on mechanical subjects 
Interesting work on a number of 
varied accounts. 5-day week and 
Superannuation scheme. Sympa- 
thetic consideration given to 
holidays this year. 


Applications by letter or telephone 
CLErkenwell 0545 Ext. 16. 


Rapier House, Turnmill St., E.C.1. 


ASSISTANT (male) required in Publicity 
Department of national organisation. 
Some knowledge of advertising, journal- 
ism or Public Relations necessary. 
State age, education, previous experi- 
ence and salary required, 

Box 7412 Ad. Weekly 180 Pleet St BC4 


STUDIO SEVEN 


have a vacancy for a 
FIRST-CLASS 
LETTERING ARTIST 
. 

47 RED WON STREET, W.C.1 

WHOL 9357 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT | 


“The engagement of persons answering these advertisements must 


from 
Vacancies Order 1952.” 


Aprit 29, 1954 


APPOINTMENTS VACANT 


TWO TOP FLIGHT 


REPRESENTATIVES 
for SHOWCARDS and CUT-OUTS 
required for ESSEX and SCOTLAND 
Only applicants of highest proven 


TYPOGRAPHER required, with 

experience in press advertisement typography; 

should be able to produce clear and precise 

type mark-ups and intelligent adaptations. 

Please write giving details of experience, age, salary 
required and when available for interview to Art Director. 


PRODU CTION assistant required 


with agency experience, to handle group of accounts. 
Telephone or write to Production Manager. 


OSBORNE-PEACOCK 


26a Albemarle Street London W1 


Hyde Park 8911 


PRODUCTION MAN required = for 
Established West End Agency w handie 
a number of accounts. He should have 


a sound knowledge of Blockmaking | 


and Typefaces, and previous Agency 
experience. 
week and holidays as arra 


anged. 
Box 7343 Ad. Weekly 180 Fleet St BC4 


required, 
slick pencil and colour roughs, also 
finished drawings. Figure work an ad- 
vantage but not essential, ‘Phone or 
write for appointment to Mr, Gibbs, 
Maxwell Clarke Lid,, 34-35 High 
Holborn, W.C.1. 4565. 


Saward, 


require 


Baker 


another outstanding 


VISUALISER 


Must be 2 good advertising man as 
well as a first-class advertisement 
designer ; ee (preferred), versa- 


tile, and 


rward-looking; accust- 


omed to work as member of a team 
and able to show fruits of experience 
on important National Accounts in 
the leading Agency field. Holiday 
granted this year. 

Only if you feel you can measure up 
to stated requirements, please write 
giving details of experience, age and 
salary required, to: 


The Managing Director 
Saward, Baker & Co. Ltd. 
27 Chancery Lane, London, W.C.2 


Good conditions, five-day | 


| EXPERIENCED GENERAL ARTIST | 
able to create and produce — 


LADY 


ADVERTISEMENT REPRE- 
SENTATIVE required. 
enced +94 capable earning 
£750 pa. apply. Grosvenor 
Publicity, 10 , Road, Kensing- 
ton, W 


TRAFFIC CONTROLLER 


Woman of 25 to 35; must have a 
good head for detail, and be able 
to cope with the progress of varied 
work quickly and creative people 
diplomatically. Must be first-class 
typist. Previous agency experience 
desirable. 
Write, giving details, to : 

JOHN TAIT AND PARTNERS 
Grand Buildings, Trafalgar Square, W.C.2 


bilities and those experienced 
in “ dealing with principals and 
senior executives need apply. 
High salary with commission, 
travelling expenses and car assured. 
Applicants must have established 
connections with National Adverti- 
sers using showcards and cut-outs. 
These positi offer unlimited 
prospects, also ultimate directorship 
to right men, but only first-class 
men with large and live showcard 
and cut-out connections will be 
considered. Successful applicants 
will receive every support in 
quality production and prompt 
deliveries. 
Write in confidence with fullest 
details to: 
Box 7378 Advertiser's Weekly 180 Fleet St EC4 


Only experi- | 


EXPERIENCED OUTDOOR ADVER- 


TISING MAN required by medium 
sized West End Advertising Agency. 
Position offered would suit a first 
- Inspector with ambitions, Write 
ully. 

Box 7420 Ad. Weekly 180 Fleet St BO4 


BOUGHT LEDGER CLERK (lady), age 


25/35, required by Mayfair Adver- 
tising Agency; must have good working 
knowledge all aspects advertising ac- 
counting; typing essential. Only really 
experienced clerks should apply. Salary 
flexible according to ability. 

Box 7389 Ad. Weekly 180 Pleet St BO4 


LONDON AGENCY (IPA) 
has vacancy for 


EXPERIENCED 
VISUALISER/ 
PRODUCTION 
MAN 


for sales literature. Previous agency 
experience essential. Summer 
holiday guaranteed. Write in first 
instance in confidence giving full 
details of qualifications to: 


Box 7419 
Advertiser's Weekly 180 Fleet St EC4 


Account 
Executive 


with high qualifications warranting 
promotion to full group management 
required by successful and long-estab- 
lished advertising agency to work on 
important national accounts. 
executives in this Agency have been 
informed of this advertisement. 

Box 7381 Advertiser's Weekly 180 Fleet St [C4 


All 


Phone your Classifieds to CHA 8844 (Ex 25) 
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APRIL 29, 1954 


APPOINTMENTS VACANT 


ADVERTISEMENT MANAGER 


REQUIRED 

Proprietor and general factotum of 
specialised technical trade journal, 
with offices in South West London, 
offers £750 a year plus commission 
to gentleman (or lady) able to take 
over the advertisement side of the 
business. The present Journal is 
small and specialised but its reputa- 
tion is high. Moreover, part of the 
reason for this appointment is to 
prepare the way for new publica- 
tions, so the scope for the future is 
excellent. 

Applicants must be of the highest 
integrity, experienced, and capable 
of dealing competently with tech- 
nical advertising in all its aspects. 


Li i 
ope 


Please write, 


Private and Confidential. 


Box 7375 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST required for West 
End Agency. He should have a sound 
knowledge of design and typography 
and be capable of preparing clients’ 
roughs in pencil to a high standard. 
Ideal conditions and holiday this year. 
Write fully to 
Box 7344 Ad. Weekly 180 Pleet St BC4 


CREATIVE 
LAYOUT MAN 
REQUIRED 


Several interesting accounts provide an 
opportunity for a skilful creative ae 
man who is d in 

design and, possibly, has had some , ean 
experience. Men who at the moment may 
not be working at the standard required, 
but who may have the necessary ability, 
will be considered. in the first instance 
write, giving full particulars, to: 


SCOTT-TURNER 


& ASSOCIATES LTD. 
17-18 DOVER STREET, LONDON, W.1 


REPRESENTATIVES required b, lead- 
ing old established manufacturing 
company, now expanding, seeks first- 
class representatives experienced 11 call- 
ing on manufacturers at Director evel 
Good salary and generous expense 
allowance and commission. Positions 
superannuated. Write fullest particulars 
age, education and expericnce to 
Box 7391 Ad. Weekly 180 Fleet St EC4 


YOUNG & RUBICAM, LTD. 
require a 
SPACE BUYER 


to take over the planning 
and buying of Press Media 


for a group of nationally 
advertised products; some 
previous experience essential. 


Also an experienced 
TRAFFIC MAN 


Apply Personnel Manager . 
285 Regent Street, W.1 
HYD 6757 


| APPO'NTMENTS VACANT 


VISUALISER WITH IDEAS 


A really first-class creative man able to 
carry work at least to client presentation 
standard is wanted by progressive London 


agency. 


Send full information to : 
Box 7430 
Advertiser's Weekly 180 Fleet St London EC4 


SALES REPRESENTATIVE required by 


Nationally Advertised Company. Ex- 
perience of selling an advantage, al- 
though training given. Salary, commis- 
sion, and os on appointment to 
permanent staff 

Box 7348 Ad, Weekly 180 Fleet St BC4 


PUBLICITY PRODUCTION 


THE GENERAL ELECTRIC CO. LTD. 
has a vacancy at their Head Office 
in London for a capable man to 
assist in the preparation and com- 
pletion of varied publicity cam- 
paigns. Age 28-35 years. 
His job, broadly, will be to interpret 
the advertising requirements of the 
various trading departments to the 
agencies and studios the Company 
use. Applicants must be able to 
prove themselves able copywriters 
and possess a creative flair and 
understanding of typography, lay- 
out and literature presentation. The 
successful applicant must be pre- 
pared to accept responsibility and 
if he has some knowledge of 
electrical techniques so much the 
better. Apply, giving full particulars 
of experience, age 
required to: 

STAFF MANAGER 


Magnet House, Kingsway, London, W.C.2 


SPACE SALESMEN visiting travel agents, 
can earn extra commission | 


hotels, cic., 
from export periodical, Write: Thomson 
2 Monmouth Road, Watford, Herts 


ART AND ADVERTISING STUDIO 


A LARGE LONDON COMMERCIAL | 


with modern studios for fashion and | 


commercial photography, have a vacancy 
for experienced representative in the 
London area and provinces to call on 
advertisers and art buyers, The posi- 


tion is permanem and on a salary and | 
liberal commission basis. Staff have | 


been informed. Write for particulars 
in first instance to 
Box 7428 Ad. Weekly 180 Fleet St BC4 


| 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | EXXISCERZENE 


MAKE YOUR 
CAREER IN 
PUBLISHING 


Publicity Dept. of famous 
London Publishers requires 


keen Layout man with some 
production experience. Ability 
to do finished artwork would 


be an advantage but is not 
essential. This is a permanenc 
with real opportunities of 
vancement in an ex ing 
organisation. 5-day week. 
Pension Scheme. 
Write, stating age, experience, salary 
required, to: 

Box 7378 
Advertiser's Weekly 180 Fleet St EC4 


ACCOUNTS CLERK, Male or Female, 


any age provided they are experienced 
in advertising accountancy, including 
charging of art work, blocks, etc. 
Writ, stating age, experience 
salary required to 

Box 7433 Ad. Weekly 180 Pieet St BOS 


PRODUCTION MANAGER 


Growing Agency are looking for a man aged 
30-40 to take plete charge of prod 
He must know his job thoroughly, be able to 
produce sound layouts and enjoy handling 
plenty of work. A creative flair would be an 
advantage. Letters only please, to: 


S. F. & Partners Ltd. 
4a Bloomsbury Square, W.C.1. 


JUNIOR FOR ADVERTISING DE- 


PARTMENT of London store, male or 
female Enthusiasm (for messenger 
duties) more important than experience. 
Write, stating age, education, experi- 
ence and salary required, to 

Box 7390 Ad, Weekly 180 Fleet St BC4 


VERSATILE 
GENERAL ARTIST 


required by progressive 
Agency in Kenya 
Commencing salary depends upon 
experience and ability. First contract 
isfor four years. Send full particulars, 
references and originals or photo- 
prints of work to: 
BUNSON ADVERTISING SERVICE LTD. 
Box 5456, Nairobi. 


Leading London Agency has vacancy 


for a young man (25-35) who is an 


experieneed Account Executive, with a 
good knowledge of the women’s outer 
garment and textile trades, both from the 


manufacturer’s and retailer’s standpoint. 


The successful applicant will have had a 


good education. He will be a sound critic 


of advertising, will have a good knowledge 
of media and will be able to discuss 


advertising and sales promotion policy at 


the highest ievel. 


Write Box 7432 
Advertiser's Weekly 180 Fleet Street EC4 


Phone your Classifieds 


to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


LAYOUT/VISUALISER 


First-class, modern LAYOUT / VISUALISER, 
aged 25-35, quired for 
Swedish agency tsterenting put “th ow“ 
collent cs. PF nt employ 
for artist willing to settle in Stockholm or 
short-term contract if preferred Knowledge 
of Swedish an advantage but by no means 

ntial Appl particularly those 
with leading agency experience, will have 
the opportunity of « London interview but 
should write first with full details of age, 
experience and salary required to: 

Box 7383 

Advertiser's Weekly 180 Fleet St EC4 


TICKET-SHOWCARD WRITER  re- 
quired orn, experience in simple silk 
screening. 5-day week, Studio located 
Brompton Road, near Harrods. Apply 
first in writing, giving particulars of ex- 
perience and salary required, to R.P., 
28 Denmark Sweet, London, W.C.2. 


SPACE SALESMEN 


fed up with travelling? Earn £25- 
£30 commission weekly on estab- 
lished media in and near London. 
Phone PADDINGTON 1623 


or 
Write Box 7406 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST, young, for package design, 
Hammersmith district. Please state full 
particulars of experience and salary 
expected 
Box 7408 Ad. Weckly 180 Fleet St BC4 


SPACE REPRESENTATIVES = required 
by publishers of well-established series 
of local publications, Official Hand- 
books, etc. Commission and expenses, 
yielding a substantial income two experi- 
enced men, Write, stating age, cx- 
perience, etc., to 
Box 7386 Ad, Weekly 180 Fleet St EC4 


Assistant 


TYPOGRAPHER 


required by London agency, for 
work on house magazines and other 
sponsored publications. He should 
be able to show evidence of creative 
ability, but above all he must have 
had a sound training, be a precise 
worker and have a good knowledge 
of book typography. (Staff know 
of this advertisement). 
Write (no specimens at this stage), 
giving full particulars of age, ex- 
perience and salary required to: 
Box 7437 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTATIVE 
required by well-known timetable and 
guide publishers, Applicants with cx- 
perience in space aeciling to Hotel 
Advertisers preferred. Salary, com- 
mission and expenses. Write 
Box 7385 Ad, Weekly 180 Fleet St BC4 


these advertisements must 


or the empt t tb pt from 
Notification of Vacancies Order 1952.” 


First 
Class 
Artist 


Specialising in still life work 
required by London studio 
prepared to accept existing 
holiday arrangements for 
this year. 


BOX 7418 


ADVERTISER'S WEEKLY 180 FLEET STREET ECs 


SPACE SALESMAN required by London 
trade and technical publishers for their 
established marine journal. Only those 
with a long successful record should 
apply for this position, which offers a 
good opporwnity for a salesman who 
is hardworking and methodical. Pay- 
ment by salary, commission and cx- 
penses, Write fully, giving age, present 
earnings, etc., to 
Box 7411 Ad. Weekly 180 Pleet St BO4 


SPACE SALESMEN 
f 


or 

controlled circulation Trade Paper. 
Genuine ability in one or more of 
the following fields is essential. 


Building Contracting 
Engineering, Motor and 
Heavy Industries 
Unlimited prospects for men or 
women who can produce results 
without supervision. 

Write: 

Box 7438 
Advertiser's Weekly 180 Fleet St EC4 


WEST END AGENCY requires a fully 
experienced Production Assistant, man 
or woman, age about 30. Write giving 
full details of past experience, etc., two 
Box 7392 Ad. Weekly 180 Fleet St BC4 


MARKETING DIVISION 
One of the larger middie-size Agencies 
requires « Head for its newly-created 
Marketing Division. Ample scope for right 
man with requisite University degree who 
feels competent to take on more responsibility 
then his present job attords Write full details 
‘ @ salary required to: 

Box 7403 Advertiser's Weekly 180 Fleet St EC4 


RETOUCHERS AND LETTERER re- 
quired by Marshall Studios Lid. who 
have acquired additional premises at 
= R ented W.C.2, Phone: HOLborn 


JUNIOR SHORTHAND /TYPIST desirous 
of improving her position required by 
small general agency (Charing Cross). 
No Saturdays. Holidays this year. 
Ring TEM 0845. 

WANTED for large international adver- 
tising agency, Mail Production Order 
Clerk used K. ordering blocks, etc., 
from printe 
Box 7393 Ad. Weekly 180 Fleet St BC4 


THE BRITISH BATA SHOE ©O., LTD., 
have a vacancy for an Artist to work 
with their Window Display Staff to 
prepare prowtype displays Excellent 
prospects for a man who has designing 
and creative ability w produce good 
display background, etc. Contributory 
pension scheme. Accommodation avail- 
able in Staff Hotel for single man. 
— Staff Manager, East Tilbury, 

x. 


LAYOUT MAN required 


with Agency experi and knowledg: 


ht” Sgn lai est 


needed in AUSTRALIA 


The Advertising Director of an 
important Australian group of news- 
papers who is visiting London has 
been asked by Australian advertising 
agencies to contact first-class ad- 
vertising copywriters who would 
like to make their home in Australia. 
Good salaries and a sound future 
are promised. If you would like to 
explore this matter further write to : 


D.J.R., CARE NATIONAL BANK OF 
AUSTRALASIA, STRAND BRANCH, 
AUSTRALIA HOUSE, LONDON, W.C.2 


JUNIOR ASSISTANT in Advertising 
Department wanted by nationally 
known Motor Accessory Manufacturer. 
Preferably about 20 years of age and 
having completed National Service. 
Applicant must live in West London. 
Canteen facilities and five-day week. 
Excelient prospects for intelligemt and 
ambitious young man. Send full parti- 
culars in writing to Box 728, Dorland 
Advertising Lid., 18-20 Regent Street, 
S.W.1. 


VACANCIES for (1) Assistant Designer 
capable carrying out first-class finished 
drawings and neat lettering for Packag- 
ing, Showcards and General Graphic 
designs. (2) Assistant Designer able to 
prepare visual and detailed working 
drawings for General Industrial and 
Display Design. Permanent job and 
interesting work in progressive design 
office. Send particulars and specimens 
to Miss P. Hum, c/o W. M. de Majo, 
33 Jubilee Place, London, 8S.W.3. 


ARTIST-DESIGNER 


aged 25-30 required for the Advertising 
Department studio in Westminster of a large 
export manufacturer. Although some finished 
drawing would be required the work consists 
largely of packet and show-card design. 
Working diti are genial, the post 
is @ permanent one and pensionable. 
Progressive salary. Staff restaurant. Applic- 
ations, accompanied by three original 
specimens in colour, which will be returned, 
should be made in writing to: 


BOX Y.482, WILLING’S 
362 Grays Inn Road, W.C.1 


of typography. 

Write or ‘phone the Studio Manager 
Cc. MITCHELL & CO. LTD. 
2 Snow Hill, London, £.C.1 
CENtral 6481 


MULTILITH, MULTIGRAPH OPERA- 
TOR (male or female) required. Ex- 
perienced. Commencing salary £6 p.w. 
Good prospects, Apply Foyles, 121 
Charing Cross Road, W.C.2. 

GENERAL ARTIST required by London 
studio for line, tone and colour work. 
Our staff have been notified of this 
advertisement. 

Box 7426 Ad. Weekly 180 Fleet St BC4 


GENERAL FEMALE ASSISTANT rec- 
quired for Advertisemem Represenia- 
tives and Publishers. Some experience 
preferable. G. & M. Press Lid., 22a 
College Hill, Cannon Street, E.C.4. 

GENERAL ARTIST. An _ opportunity 
occurs 1 fill a vacancy in the studio 
of a well-established agency with offices 
near Fleet Street. Work on interesting 
variety of accounts with full scope for 
progress. Sound lettering essential with 
ability tw develop tayouts tw finished 
rough stage. Position would suit 
younger man interested in developing 
his experience on good standard of 
presentation. Write, stating age, ex- 
perience and salary required, to 
Box 7410 Ad. Weekly 180 Pleet St EC4 


treated in strictest confidence. 


£1,000 ARTIST 


Important Provincial Agency (I.P.A.) offers permanent and pro- 
gressive position to an artist of outstanding ability in all fields 
of commercial art whose experience and work will justify an 
immediate salary of £1,000 per annum. 


Applications should include details of age, , and present 
salary, together with recent specimens. All cooladens will be 


Please address your reply to Managing Director. 
Box 7401 
Advertiser's Weekly 180 Fleet St London EC4 


analysis of 


Manager for 
MEDIA ANALYSIS 


MARKET INFORMATION DEPARTMENT 


is required by prominent London 

responsible mee requiring familiarity with statistical 
eadership combined with ability to present 

statistical information in graphic form. 

A knowledge of Market Research techniques is essential. 


Box 7399 
Advertiser's Weekly 180 Fleet St London EC4 


ncy. This is a 


Phone your Classifieds to CHA 8844 (Ex 25) 
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Aprit 29, 1954 


CLASSIFIED ADVERTISEMENTS 


ROTAIRS 


GENERAL ARTIST 


required (aged 23-30) to carry out 
first-class roughs from visuals and 
some finished artwork. Figure work 
an advantage. A great opportunity 
to get in on the ground floor of this 
rapidly developing new mobile 
medium. 40-hour week, no Sats 


Write stating salary and experience to: 
Art Director 

Miles Griffin Co., Ltd. 

4 Seaton Place, Hampstead Road, N.W.1 


A MAN AGED 30-35 with management 
is required two organise and be 
research 
a national 
office equipment and 
applicant 
have experience in 
and must in 
publicity 
a man 
ability 
simplification 
There 
good 
a super- 
welfare 
Please send the fullest details 
salaries earned, 


ability 
responsible for the publicity, 
and systems department of 
Organisation selling 
methods The 

should preferably 
this particular industry 
particular have experience of 

work We are interested in 
with imagination and creative 
who can use paperwork 
techniques as a basis for Publicity. 
are opportunities for promotion 
salary will be paid, there is 
annuation fund and many 
benefits 
as t experience, age, 
ete,, to 


successful 


Box 7434 Ad, Weekly 180 Fleet St BC4 


WRIGHT ARTS LTD. 


require a further experienced 
lettering and layout artist. Write 
or phone for an appointment to: 
STUDIO MANAGER 
WRIGHT ARTS LTD. 
49 OLD BOND ST., W.1. Tel. May 1940 


TOP FIGURE 
ARTISTS 


First-class figure men required for 
well-known London studio. Top 
salaries for right men. Holidays 
this year by arrangement 

Studio staff have been notified of 
this advertisement 


Box 7402 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED FREE LANCE SERVICES 


ADVERTISING AND SALES MANAGE- 
MENT. Executive thoroughly experi- 
enced with nationally known companies, 
in advertising and agency relations, 
modern marketing, sales management 
and promotion, desires appoinument of 


responsibility with expanding agency 
or manufacturer Age 32, LS.M.A 
B.S.P.A. practical experience in mass 
consumer market of pioncer selling. 
wholesaler co-operation, sales planning 
merchandising, costing, packaging, and 
export sales promotion schemes. Car 
owner, willing w travel overseas if 
required. Replies to 


Box 7395 Ad, Weekly 180 Fleet St BO4 
ART DIRECTOR available shortly, Pirst- 
class agency experience on National 
Medium-sized agency pre- 
ferred. Salary £1,750 
Box 7396 Ad, Weekly 180 Fleet St EC4 
EXECUTIVE with wide technical and 
meneral experience process engraving 
and allied industries, seeks position 
with company or agency requiring 
ability and reliability. Pive years’ 
engineering background Little would 
be lost by 4 non-committal discussion, 
Box 7397 Ad. Weekly 180 Pileet St BOS 
VISUALISER - STUDIO MANAGER 
secks change prefers medium-sized 
agency with consumer accounts, 
Rox 7398 Ad. Weekly 180 Fleet St BC4 
YOUNG MAN (23) experienced in Display 
and Classified copy production on trade 
journal representative for National 
daily Seeking to widen scope, desires 
position with publishing concern, Any- 
thing considered 
Box 7421 Ad. Weekly 180 Picet St BC4 
LETTERING ARTIST AND DESIGNER: 
1S years’ experience design, lettering, 
layout, desires post Aylesbury or Bucks 
area, Good, fas worker 
Box 7422 Ad. Weekly 180 Fleet St BC4 
PRODUCTION OR CONTACT EXECU- 
TIVE with cight years’ Agency and 
six years’ Process House experience, 
desires change cither with Agency or 
Blockmaker. 
Box 7423 Ad. Weekly 180 Pleet St Bc4 
YOUNG MAN (23) secks position as 
space salesman Advertising back- 
sround, but no previous experience as 
silesman 
Box 7424 Ad. Weekly 180 Fleet St BC4 
ARTIST, 10 yrs. Agency, 10 yrs. Studio 
exp., seeks part-time post, H. FP. Ford, 
21 Weldon Way, Merstham, Redhill, 
Surrey 


MISCELLANEOUS - 


RATE CARDS WANTED | 


And Latest Circulation Figures 


Publicity Dept., 
Town Hall, Blackpool 


QUALITY 
ART & DESIGN 


Eric Bridger and associate artists 


a small freelance group — invite 
enquiries for general design, 
lettering, illustration, retouching, 


etc A prompt reliable service 
guaranteed 


12 The Hollands 
Worcester Park, Surrey 
DERWENT 6948 


FASHION WORK. 


Line, chalk or wash 
~furs a speciality. Fully - cre 

for press or catalogue work 

Box 7394 Ad, Weekly 180 Flect St Boa 


IDEAS POR CARTOONS wanted by 


humorous Originality must be 
guaranteed 


Box 7417 Ad. Weckly 180 Fleet St BO4 


artist 


EXPERIENCED LETTERING ARTIST 


(Studio and Agency) 
freelance commissions 
Rox 7439 Ad. Weckly 180 Fleer St BCS 


seeks good-class 


Granthams of Reading 
Advertising 


are looking for a 


FREE LANCE SHOE ARTIST 


who is meticulously accurate to 
detail but has also the style of the 
individualist 
Examples please to Art Director 
Granthams of Reading 
Valpy Street, Reading 


COMMERCIAL ART STUDIO wishes w 


contact freelance Retouchers and Tech- 
nical Artists capable of producing work 
of a high standard. A regular supply 
of work is available wo artists of proved 
ability and who can be relied upon wo 
meet delivery requirements. Replies to 
Box 7445 Ad. Weekly 180 Pleet St BC4 


AIRCRAFT WRITERS 


Editorial material, both technical 
and fictitious, required for house- 
aircraft industry, also 


PIN-UPS AVAILABLE from stock for 
advertisers and magazines. For full 
particulars of these and of our enormous 
model file, comact Philip Gotlop Photo- 
graphs Limited, 24 Kensington Church 
Sweet, London, W.8 WES 4130 


TENDERS 


SAMSON CLARKS 


have a vacancy for a fully experi- 
enced agency trained 


PRODUCTION MAN 


Write giving details of experience, 


age, salary required to : 


Production Manager 


CLARK & CO. LID. 
57-61 Mortimer Street, London, W.1 


BOROUGH OF MARGATE 


TENDERS FOR OFFICIAL 
GUIDE 1955 


Tenders are invited for printing and 
supplying the Official Guide for 
1955. Full particulars can be ob- 
tained from the Publicity Manager 
Information Bureau Margate to 
whom tenders, in a plain sealed 
envelope and endorsed “Guide 1955” 
must be delivered not later than 
Friday, 28th May. 1954. 

The Publicity Committee does nor 
bind imelf wm accept the lowest or 


any tender. 
FP, SIDNELL, 
Town Clerk. 


we ’ 


STRIP CARTOONS 


with an aeronautical interest. First- 
class work only required 
Write : 


Box 7404 
Advertiser's Weekly 180 Fleet St EC4 


DIRECT MAIL specialist, particularly 
well grounded in this powerful 
medium, will plan your campaign, 
write and design material, accept all 
mailing responsibilities 
Box 7416 Ad, Weekly 180 Pieet St BC4 

LAVOUT ARTIST (fx. Pig.) spectatiocs 
in folders and brochures, seeks com- 
Missions 


Boz 6935 Ad. Weekly 180 Piee: St BCs 


SCALE MODEIS for all purposes. For 
your model, siperbly executed in any 
medium, write 
Rox 7441 Ad Weekly 180 Pleet St BO4 


EXPERIENCED VISUALISER/LAYVOUT 
ARTIST requires free-lance work 
Box 7440 Ad. Weekly 180 Pieet S%& BC4 


| 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


% A new method of 
ADVERTISING 


has been provisionally patented by 
Company Director not connected 
with the advertising profession but 
who wishes to contact Advertising 
Company capable of financing and 
experimenting with the method, 
which if successful will open up a 
hitherto untouched field of adver 
ising. This is not a small business 
proposition and only large firms 
having resources for development 


need apply 
Box 7436 
Advertiser's Weekly 180 Fleet St EC4 


TRADE OX TECHNICAL journal pro- 
prictors contemplating retirement are 
invited by expanding publishers to offer 
outriaeht sale or imerest with view tw 
future management Sawell Pubtlica- 
tions Lid., Ludgate Circus, B.CA 

REPRESENTATIVE with sound connec- 
tions amone agents and others, required 
by progressive studio, Good salary and 
a possible directorship to the man who 
proves himect! 

Rox 7442 Ad. Weekly 180 Pleet St BC4 

LONDON PROCESS ENGRAVERS wish 
to hear from Publisher or Block Buyer 
(B&W) for mutual advantage 
Box 7443 Ad, Weekly 180 Pieet St BC 


SALES AND WANTS 


MILFORD- ASTOR automatic printing unit, 
1953 current model complete with all acces 
sories and the makers’ full guarantee ond 
service are ferable to the purch 
The machine is virtually new and is ideal 
for the printing and production of Point of 
Sale material 


Box 7374 
Advertiser's Weekly 180 Fleet St EC4 


EE . 

4 TONS < “ARTRIDGE, Quad Crows 9 
is. tb. Immediate delivery 

Rox 7444 Ad. Weekly 180 Fleet St C4 


COURSES 


‘AA and IPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 


sive and up-to-date Home Study 
Courses and Tuition in preparation 
for the above examinations, These 


Courses have been prepared by ex- 
perienced and successful advertising 
men 


Year after year LCS, Students figure 
prominently in the lists of passes and 


with our help many advertising men 
and women have become Assoctates 
of the LLP.A. or A.A, diploma 
holders 


All ow candidates are coached until 
successful without extra charge 
We also give epecialioed waining in 


COMMERCTAI ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING 


Write to-day for free book containing 
full information about our excellent 
insiruction service 


Dept. 28, INTERNATIONAL 
CORRESPONDENCE SCHOOLS, 
international Buildings, Sngeaey. Wc. 


SPECIAL ANNOUNCEMENTS 


See April & 8 issue of ADVER- 
riSER'S wees, peo 90-91, 
Monthly Register 


for the 

of Trade and Specialist Pub- 
lications Section May 13 
will be the next issue con- 


taining this Register. 
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ADVERTISER’S WEEKLY 


TuHurspay, Apru 29, 1954 


S. a copy 
52/6 a year 
Post free 
55/- (overseas) 


Reproduction 
Surniture 


The unique, annual Art Supplement 
featuring Reproduction Furniture, 
appearing in the Fune 25th issue of 
Furnishing World, is yet anuther 
example of the exhaustive coverage 
given by this progressive journal to 
every aspect of the Furnishing and 
Furniture Trades, another reason 
why Furnishing World holds an 
unchallenged reputation as the 
leading weekly journal in the Trade. 


If you sell to the Fureishing and 
Furniture Trades, Furnishing World 
with its influential, purchasing 
readership covering every section of 
the Industry, should be used as the 
spearhead of every sales campaign. 
Ring Chancery 8844 for rates and 
details of this important publication. 


Elizabethan Oak 
Court Cupboard 


William and Mary 
Walnut Side Table 


Queen Anne 
Walnut Card Table 


The Leading Weekly Journal of the Furniture & Furnishing Trades 


180 FLEET STREET, LONDON, E.CA4, 


TEL. CHANCERY 8844 


STOP PRESS 


‘LIFE OR DEATH’ 
PROBLEM FOR FILM 
PRODUCERS 


Alarm over maintenance of 
British Film Production Fund at 
adequate level expressed by Frank 
Hoare, president, at annual meet- 
ing, Association of Specialised Film 
Producers (see page 195). £34 
million necessary. Voluntary levy 
estimated to reach £24 million. 
Four trade associations 
Entertainments Tax remission would 
be shared between producers and 
exhibitors in proportion to = 
agreed. “We are now 
gaged in negotiations for a ettle- 
ment of this question which is of 
life and death importance to Bu. 
ducers,” said Mr. Hoare. “Dif- 
ferences between 
renters organisations on 
figures’ and rental reliefs for ex- 
hibitors who claim to be unable 


calling in Government. 


Rumble, Crowther & Nicholas 
Lid. announce L. A. O'F: 
director, has 
the comer. He 
tinue = 


been responsible 
national prestige advertising 
1948. New campaign using 


Service Ltd. and at 
manager of Walter 
vertising Co., Litd., 
director of Walter Hin Co., 


(Wednesday) . Mike 
3, G. Martin Lewis. 


Published by the Proprietors, BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London, E.C.4 
April 29, 1954. Printed in England by Keliher, Hudson & Kearns Ltd. 


(Phone: Chancery 8844.) 


15-17 Hatfields, London, §.E.1. 
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